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FRIEDMAN p 
SHELBY 72 


B 


Friedman-Shelby is prepared to serve the retailer with shoes 
of all popular types for wear by men, women, boys and girls. 


Shoes identified by the trade-marks which appear in this 
advertisement are traditionally known for their quality. 


They hold a definite consumer appeal! that serves as “head- 
start” for the retailer who stocks this line in a complete way. 


You will find Friedman-Shelby well equipped to 
service your requirements, due to the large floor 
stocks maintained in all the various grades, types 
and brands that go to make up the ALL- 
LEATHER line. 


© post card will bring our salesman to your atone. # 


fasmon Niele 


ERIEDMAN- SHELBY Lcd. 
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VOICE ef the TRADE 


eJAMES W. HOOK, president of 
the New England Council, the 
membership of which is made up 
of business men in all five of the 
New England states, says: 





“The paramount interest of both 
management and labor is to keep 
the industrial plant functioning 
efficiently and profitably. The 
trouble, as I see it, is impatience 
on the one hand and lack of confi- 
dence between the two bargainers 
on the other. Both parties should 
get away from the notion that they 
must use strategy. That technique 
has driven more people into fool- 
ish action which they regretted later 
' than any other single thing. Both 


_ sides must choose. their objectives 


_ on the basis of logic and common 
_ sense. If the employer, for in- 
stance, is paying a wage below 
' standard for community or indus- 
i try involved, he must honestly ad- 
x mit to himself that his employees 
~ have made a point. On the other 


’ hand, if the employee is already . 


” getting good pay and working rea- 
~ sonable hours under good condi- 
_ tions, he must not demand more 
~ just because he thinks he has the 
" economic power to get it.” 


President Hook spoke before the 
47th quarterly meeting of the 
Council, held recently at Rye 
Beach, N. H. 

% *% *% 

WHEN the employees of the B. D. 
Eisendrath Tanning Company of 
Racine, Wis., presented David B. 
Eisendrath with a magnificent gold 
clock, facing both ways, it was a 
token of the appreciation of his 
employees for the harmonies and 
happy arrangement between capital 
and labor in the production of a 
product of universal use. 


It is timely to hear of such fra- 
ternal friendship between two 
forces that seem to occupy so much 
of the news of today. No industry 
has had less friction and no indus- 
try has more fellowship in the 
works than tanning. The product is 
measured in both time and talent. 
Therefore, the pleasure of the gift 
was all the greater to David B. 
Eisendrath. 

* * * 
DANIEL EISENBERG of Tepper 
Bros. Department Store, Plainfield, 
N. J., says: 

“I always like to think of a 
merchant as the purchasing agent 
for his community. He anticipates 


Page I! 


their wants and supplies their needs 
at prices they are able to pay. Ad- 
vertising is the means of telling 
that consumer that he has those 
needs. Glowing terms, superlatives, 


meaningless phraseology are as 
outmoded as the horse and buggy 
era. Good sound principles of mer- 
chandising will always survive, 
just as will sound principles of 
advertising. This has been true 
ever since the inception of news- 
papers. 

“Guess-work in advertising will 
no longer pay. A merchant antici- 
pates his stock of merchandise 
months in advance. He has some 
idea of the kind of merchandise he 
will carry. Isn’t it just as important 
for him to work out his advertising 
campaign on the same basis? Ad- 
vertising hastily prepared will, at 
its best, miss its mark. The marks- 
man who consistently hits the bull’s 
eye is the fellow who has practiced 
for years to attain that skill, and 
I believe this is equally true of the 
advertiser. 

“The consumer knows more 
about fashion and what is the 
proper thing to wear than most 
merchants give that consumer credit 



















































for. From my experience, fashion 
and the utilitarian use to which 
merchandise can be put is far more 
important than price alone.” 


* * * 


ERNEST G. DRAPER, Assistant 
Secretary of Commerce, says: 

“The relationship between the 
retailer and the manufacturers of 
merchandise has been changing 
since the Robinson-Patman Act and 
state legislation relating to resale 
price maintenance have provided 
certain rules of conduct which 
must be observed in the future. In 
spite of the apparent conflict of 
interests between manufacturers 
and retailers which the passage 
of this type of legislation has some- 
times disclosed, it is likely that 
greater cooperation between the 
retailer and his vendors will de- 
velop.” 

* * * 
BBERNARD F. OSWELL leads the 
British Quality Shoe Association 
into new fields of fashion futures. 
He called a conference of the 
top merchants, manufacturers and 
leather men, to create a color coun- 
cil similar to the one in America, 
to consider every September and 
April seasonal colors, types of 
leathers and materials for promo- 
tion and direction. In a nutshell, 
here’s the plan: 











“That a committee be formed 
.for the purpose of making recom- 
mendations to a joint conference 
of leather manufacturers, boot and 
shoe manufacturers, retail distribu- 
tors and other interested parties, 
engaged in the manufacturing and 
retailing of quality productions. 
That the joint conference shall be 
held twice annually (September 
and April), and that the terms of 
reference of the committee shall 
be: (a) To consider and recom- 
mend the promotion of a limited 
number of fashion colors for the 
coming season, and to fix the color 
range. (b) To consider and rec- 
ommend methods. whereby the 


~ 











Q—Are Prices going up? 

A—Why not—higher costs mean 
higher prices. 

Q—What is causing higher costs? 

A—Increases in the prices of raw 
materials, higher wages, strikes and 
taxes. 

Q—Will the public pay higher 
prices? 

A—Mr. and Mrs. John Q. Public 
always pay in the long run. 

Q—How about business this com- 
ing Fall? 

A—Should be good. 

Q—On what grounds? 

A—Powerful recovery forces are 
fighting for supremacy—top-heavy 
inventories will again become de- 
pleted—unusually large crops 
should exert a decided stimulus— 
our domestic problems will undoubt- 
edly show signs of improvement. 

‘an we properly finance re- 
covery? 

A—And then some! Huge re- 
serves of funds and bank credits 
offer us the basis for a long period 
of prosperity, once confidence is re- 
stored and the world chooses to 
build up rather than to tear down. 


Zot 6: Tis. 


President 





agreed colors can best be promoted. 
(c) To advise on the degree of 
cooperation between manufacturers 
and buyers necessary for successful 
promotion. (d) To recommend 
methods of financing the work.” 

* * * 


MIARCUS MCcWEENY, Boston 
shoeman and head of that city’s 
group in the regional set-up of the 
National Shoe Retailers Associa- 
tion, says: 

“We are gradually adding new 
members but will wait until Fall 
before making a real drive at which 
time we expect to have an all-New 
England group. The northeast part 
of the country is solidly behind 
the N.S.R.A. in its aim to organize 
all over the country. It is obvious 
that such organization is needed.” 
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M. A. PIRSCH of Thomas Kil- 
patrick & Co., Omaha, Nebraska, 
bays: 

“Eleven years ago our firm de- 
cided to install a juvenile shoe de- 
partment in this store. We had 
been operating about six months 
when a man called on us and 
wanted me to look at his shoes. He 
explained the manufacture and 
quality of his line, and said his 
factory was just beginning to make 
children’s quality shoes. 

“After listening to his descrip- 
tion of his product, and after some 
deliberation, I placed a good size 
order for his shoes. This was some- 
thing over ten years ago; and to- 
day, although we handle other 
quality makes as well, we do about 
90 per cent of our business on these 
particular shoes. 

“About three years ago we had 
the factory make us a pair of kid 
leather shoes over a growing girl’s 
last, as a result of which we have 
today some 3,000 women wearing 
these shoes. 

“IT can say in all sincerity, and 
without exaggeration, that of this 
amazing business which has been 
built up the bulk has been created 
either by suggestive selling or 
word-to-mouth advertising.” 

* * 5 


LOVE 





IDR. KENNETH DAMERON, of 
the Ohio State University (College 
of Commerce and Administration) , 
says: 

“Emotional buying motives play 
an important part in consumer 
buying. Shopping in itself is a 
pleasant activity. The pleasures 
and income of satisfactions derived 
from the consumption of many 
kinds of consumer goods emphasize 
the use of emotional appeals in re- 
tail advertising. The consumer de- 
mand for informative advertising 
does not rule out the use of emo- 
tional appeals. Rather it calls for 
their most effective use. There is 
plenty need for clever copy, for 
dramatic copy, for humor in copy, 
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and for good headlines. The copy 
writers’ style should be cramped 
in no manner. Copy must, how- 
ever, be accurate. It must give the 
consumer information about the 
product—its use—its service. 

“There is need for more indi- 
vidualized copy—copy that is built 
around the product and written in 
a style appropriate to the product 
and the market for which it is in- 
tended.” 

* * * 

LEROY PRINZ, dance director at 
Paramount, who has just selected 
the 100 beautiful models who ap- 
pear in “Artists and Models,” has 
reached a conclusion on girls’ legs 
which should be interesting to all 
shoe dogs (short skirts being what 
they are). Says Prinz: 


“A girl’s character is revealed by 
her legs. I can tell a girl’s char- 
acter, not only by her legs, but by 
her walk. I learn a great deal by 
watching their locomotion. Intelli- 
gent girls lift their legs high when 
walking. Those possessing confi- 
dence indicate it by their free, force- 
ful carriage. 

“On the other hand, self-con- 
scious girls may be easily picked 
out of a line. They invariably walk 
with timidity. They cross the stage 
mincingly with short, uncertain 
steps. Girls with firm knees and 
stiff legs are always of firm disposi- 
tion, while the careless girl is easily 
read by an expert who watches her 
dance for a few minutes. Uneven 
and slip-shod steps furnish the 
clue.” 

* * * 
WILLIAM J. WALSH, of the 
Walsh Arch Shoe Shop in Boston, 
Says: 

“The encouraging thing to me 
is the intelligent interest being 
manifested by young people these 
‘days in correct lasts and correct 
fitting. Of course, the introduction 
of style into correct and corrective 
‘shoes has helped a lot, but there 
iis more to it than that. Youngsters 


these days are getting the prin- 
ciples of foot health in schools and 
in their general reading. Each 
month, this end of our business is 
showing a gain over the previous 
month.” 

Mr. Walsh, pioneer foot comfort 
expert, has recently created an at- 
tractive salon-type sales room in 
the basement of his store at 30 
Chauncy Street, where styleful but 
correct shoes are featured for the 
younger woman. 


* * * 


CARL N. SCHMALZ, assistant 
professor of marketing and man- 
ager of the Bureau of Business Re- 
search of the Harvard Business 
School, says: 

“The 1936 operating results of 
department stores and _ specialty 
shops, as shown in the recent Har- 
vard report, indicate that these in- 
stitutions are approaching a new 
peak of prosperity without produc- 
ing profits at a rate extraordinary 
in relation to Sales. It seems quite 
possible, therefore, that barring 
radical changes in character, de- 
partment stores, in the future, may 
expect a continuation of their large 
volumes of business, but only mod- 
erate growth and moderate profit 
margins; that, for these reasons, 
management will have to be espe- 
cially skillful in day-to-day control 
and in adapting policies to general 
business conditions; and that the 


relatively large profit rates and 
easy operating conditions of a 
growing business probably will 
come only if and when department 
store executives correctly perceive 
and fill a somewhat new and per- 
haps lower cost place in the dis- 
tribution system.” 


* * * 


CHARLES I. SLIPHER, president 
of the Indiana Shoe Travelers Asso- 
ciation, tells shoe travelers every- 
where: 

“Taking the state of Indiana, you 
will find more than 25,000 pairs of 
Czecho-Slovakian shoes or similar 
makes on the shelves or bargain 
counters of the merchants in the 
Hoosier state, practically at the end 
of the season, which would mean 
many thousands of pairs at the start 
of the season. 

“In Indiana, for example, a shoe 
factory employing 150 to 200 daily, 
making 1000 pairs a day, would 
give employment to the above 150 
to 200 employees 30 days, and Indi- 
ana is only one state of the 48. 

“Secretary Hull and his aiders 
are considering what they call a 


reciprocal trade treaty with Czecho- 


Slovakia and there are hints that 
the tariff on various types of shoes 
from that country will be reduced. 

“Let’s protest the dumping of 
foreign-made shoes into our coun- 
try to the detriment of our salesmen 
and shoe workers.” 





The shoe merchant trims his hedge. 































Our paragon of a 
DANCE SLIPPER 


Wearing this shoe is tantamount to six 
dance. lessons, It will make your husband 
forget to dante with other wonten., It will 
make other men forget to dance with their 
wives. The elksole is the same used by exhi- 
bition ballroom dancers to keep them sure- 
footed for intricate dence numbers. The 
lgstex strip circling the heel and instep give 
glove-like ease of fit. A Neiman-Mercus 
origination, made for. us by the house of 
1. Miller, and exclusively here in Dallas. Gold. 
or silver kidskin, 18.75 


NEIMAN MARCES 


TO MAEARECO . «ss 


Tapatio, named for the Mexican hat dance, a 
dancing slipper with an 
_ made for the rhumba and tango. 


elkskin sole especially 
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Mexican handicrafts and the picturesque cos- 
tumes of the peasants are a still untapped 
source of design inspiration. 


MIEXICO— it’s the place to go, the thing to do. The 
colorful country below the Rio Grande becomes the new 
playground of America. Its picturesque native life, its 
brilliant social life, its breathtaking scenery makes it 
the new Mecca of the American globe-trotter. In the 
past three years travel to Mexico has increased by leaps 
and bounds. And with Spain raising ructions in the 
old world, this year marks an epoch-making year in 
Mexican activity. 

With their usual sense of perfect timing, the Neiman- 
Marcus store of Dallas dramatized the importance of 
Mexico by flying a group of fashion editors to Mexico 
City. The occasion was the inauguration of the 
“Senorita” overnight flight by Braniff and Pan Ameri- 
can Airlines. The purpose was twofold. First, to point 
out to the fashion world the great, still untapped sources 
of design to be found in Mexico. Second, to show how 
important a promotional theme is provided by featuring 
wardrobes especially planned for Mexican travel. 

Every shoe man will find a new inspiration in the 
native designs. of Mexico, in the colors, and the motifs 
of the “other Americas.” And every shoe store should 
know what kind of shoes their customers need for a 
Mexico trip. 

From the shoe angle, Neiman-Marcus played up the 
Mexican design theme in three ways at their Fashion 
Fiesta recently held in Dallas. (The editors in flight 
stopped off to see this gala fashion showing.) 
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Neiman-Marcus of Dallas Flies Fashion Editors to Mexico City to 
Dramatize a New Source of Design Inspiration and to Point Out the 


Importance of Mexican Travel Wardrobes 


Hand-loomed Mexican fabrics in exotic Mexican col- 
orings were featured as their special version of the 
multi-color shoe. 

The Mexican “hat dance,” the Tapatio, was the in- 
spiration for a new dancing slipper with an elkskin sole 
for better traction. “Born to follow with tireless ease the 
intricate steps of the ballroom rhumba and tango.” 
Even in dancing the other Americas influence us. The 
story lies in the construction—special lightness and 
flexibility, precise balance and the sole that professional 
dancers use for these intricate steps—a soft-grained elk- 
skin sole that gives almost a bare foot feeling. 

A special oxford was shown that both captures the 


Pan-American spirit in its styling and is perfectly suited 


to Mexican tripping. This was developed as part of the 
costume designed for the stewardesses of the Senorita 
flight. (And very smart young women they are): 

In grey suede to match the costumes, the oxfords have 
characteristic Pan-American leather lacing in the welt. 
The scallop fringe trim is taken from motifs much used 
in Mexican handicraft—bridles, boleros, silverware and 
jewelry. The sole is substantial. It’s a good walking 
shoe, with a fanciful touch in its detailing. 


Hand-loomed Mexican fabrics are naturals for 
multi-colored Summer sandals. This is a Mexi- 


can-made shoe. 


by 
RUTH HARRINGTON 


Costume designed by Neiman- 
Marcus for the stewardesses of 
the new Senorita planes. The 
shoe is Pan-American in its de- 
sign and typifies what the trav- 
eler needs for sightseeing. 


This type of shoe is a key shoe in a Mexican travel 
wardrobe. A low-heeled shoe is the first requisite. Most 
women don’t realize this and it’s a very important point. 
Many of the streets, particularly in the smaller towns. 
are hilly and cobbled. And without a firm, thick sole 
and a low, broad heel, sight-seeing is suffering! 

Tourists who go to Mexico without a shoe of this sort 
are all worn out after the first day. Then they try to 
find a proper shoe—and try to find it is the word! The 
Mexican government frowns upon the importation of 
American shoes and Mexican shoemaking (except for 
the hand-made native shoes) is not one of Mexico’s 
strongest points. So sometimes the weary traveler gets 
herself some native huaraches, or sometimes she just 
goes on suffering. The moral is be sure to provide her 
with a good sightseeing shoe before she goes! 

The type of clothes needed for Mexico are also a sur- 
prise to the traveler. The summer climate in Mexico 
City, where the cool winds blow from the volcanoes, is 
like a Fall day in New York. A tweed suit is comfortable 
and without a good, warm topcoat the traveler is out 
of luck. So it’s Fall type shoes that the tourist needs. 
She ought to have Summer shoes, too, because in some 
of the resorts and in the valleys, the weather is semi- 
tropical. Mexico is a country of extremes and the visitor 
must—with your help—go well prepared to meet them! 














































Decoration 
Courtesy 
Gotham 

Silk 


Hosiery 


IT’S a complete and complex color 
program that the hosiery mills have 
presented for Fall. With the short 
skirt so firmly established, they 
are confident that women will be 
extremely color conscious this com- 
ing season. Retailers will need 
more hosiery shades in their stocks. 
Buying them will take more 
thought. Selling them will take 
more finesse. But hosiery depart- 
ment figures will make it all well 
worth while! 

Five daytime color families are 
to be considered this year. First 
the beiges, carrying on their Spring 
fashion success in Fall versions, and 
often ensembled with glove shades. 
Then the copper family. Then the 
soft browns. Then a new high fash- 
ion type of rosy mahogany color 
blended to the winey range in cos- 
tume fabrics, shoe leathers and ac- 
cessories. And finally the taupey 
neutrals, which are not only a con- 





~ 





servative volume choice, but also 
have a new fashion significance to 
blend with “off-shades” in cos- 
tumes. In addition to these five 
daytime color classifications there 
is also the evening range of light, 
gay flash tones. 

As compared with other Fall sea- 
sons, these shades (outside of the 
classic gun metal range for older 
women) are all notably lighter. 
This trend began last Fall when the 
shorter skirt came on the scene and 
it is a well established fashion for 
the coming season. Women are be- 
coming accustomed to wearing 
lighter stockings with dark clothes 
and the heavy deep shades are out 
of the fashion picture, with the ex- 
ception of a few off-blacks which 
will be promoted in extremely 
sheer weights. 

Frames used for colors often 
stress this fashion point of lighter 
gayer shades for Fall. Instead of 
describing their colors, Phoenix, 
for instance, give them all provoca- 
tive names that express that gayer 
lighter spirit . . . Snap, Flippant, 
Saucy, Thrill, Pert, Frisky. And 
along come Brown Durrell with 
“Carnival Colors” . . . Acrobat, 
Trapeze, Harlequin. 

Just as the shoe manufacturers 
are stressing different types of 
black shoes, to combat the predomi- 
nance of black in costumes, so are 
the hosiery people stressing a range 
of color choice to wear with black 
shoes. 

The bright accent of coppery 
tones will continue to be the fa- 
vorite for black. Beige stockings 
will also be smart, particularly 
where ensembled with beige gloves. 
When a black costume is trimmed 
with brown fur, then a shade of 
brown will look particularly well. 
When Mahogany (Acajou) red ac- 
cessories are worn (and this is a 
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FALL 


STOCKING 
COLORS 
Play Up to Shorter Skirts 









strong fashion color for handbags) 
then the new rosy “Maple Leaf” 
shades are just right. 

The conservative customer will 
want her familiar taupey neutrals 
to wear with black. And some of 
the new, subtle taupey shades will 
also have an appeal to the fashion 
conscious women. 

For formal afternoon wear, it is 
high fashion to wear a light flesh 
tone (really an evening shade), 
with black, or an off-black in a 
gossamer weight hose. So, you 
see, every color tonality in stock- 
ings may have a reason for being 
worn with the black costume .. . 
and a whole color wardrobe of 
hosiery can be sold for that one, 
basic costume color. 

While we are on the subject of 
black clothes, it is interesting to 
see that the black heel is being 
stressed by many of the mills . . . 
used to give a lift to neutrals and 
also shown on some of the more 
modified copper shades and softer 
browns. 

To fit in with the other cos- 
tume colors in the clothes pro- 
gram, note these color points. 

While the dark browns of the 
coffee type are volume, there are a 
number. of “off” shades being 
shown for better coats. Odd 
browns, with:a rosy mahogany cast, 


~subtle tape. shades are in the cos- 


tume picture. This is why the ho- 
siery mills are presenting more 
colors in the beige and_ middle 
brown range and why they expect 
subtle neutrals to play a real fash- 
ion part this Fall. The reds and 
wines that will be shown in coats 
also have this subtle character of 
color that calls for skillful blend- 
ing of hosiery shades. Be careful 
about copper stockings with such 
costume colors. Coppery colors in 

[TURN TO PAGE 46, PLEASE] 
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Urchandat in MOTION... 


The Inspiration of All Promotion 


Move more shoes and you solve all 
your problems, for it is an amazing 
stimulation to all forces of progress 


within your store and the industry 


MENS Sie WEEK 


Ave: 2s 


A 
svt 


V olume and value can go together if the 
promotion is right—and no national pro- 
motional plan has more merit in it than 
NATIONAL MEN’S SHOE WEEK be- 
cause it establishes a market for new shoes 
among men early in the season. A univer- 
sal display in all stores of new Fall shoes, 
during the week of August 28th to Sep- 
tember 4th, has a favorable effect upon the 
buying behavior of men. Always reluc- 
tant buyers for personal wear, they do 
respond when urged to buy and when the 


reasons are good for such early purchase. 


When all stores promote men’s shoes at 
one time, it serves the purpose of saying 
to men: “Look at your shoes—everyone 
else does.” As an attention-arrester, no 
slogan is more timely and valuable than 
“A Man Is As Smart As His Shoes,” for 
there is something to the idea of step- 
ping out after Labor Day with the smart- 


ness of new shoes to start the Fall season. 
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PROSPECTS for the successful promotion of National 
Men’s Shoe Week, Aug. 28 to Sept. 4, become more 
and more promising as the plans unfold and as prepa- 
rations’ proceed for the nation-wide participation of 
manufacturers and merchants. 

Endorsements from men’s shoe retailers, from scores 
of manufacturers and representatives of all branches 
of the men’s shoe industry give convincing evidence that 
the trade as a whole recognizes the timeliness of this 
promotion, the need that exists for constructive effort 
along these lines and the fundamental truth and sound- 
less of the RecorpER’s slogan “A Man Is As Smart 
As His Shoes.” 

This week we print quotations from a letter written 
by Joseph T. Geuting, Jr., chairman of the Men’s Style 
Committee of the National Shoe Retailers Association, 
in which he expresses enthusiastic approval of the cam- 
paign and points out the fact that it is in line with the 
discussion that was had and with a resolution adopted 
at the last Style Conference and Leather Show. Mr. 
Geuting says: 
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MORE MERCHANTS AND MANUFACTURERS 
ENDORSE MEN’S SHOE WEEK 





“The National Men’s Shoe Week, which the RECORDER 
is sponsoring, is a perfectly swell idea and I wish to 
congratulate you.” 

Not officially connected with the men’s branch of the 
business, but keenly interested in every movement that 
promises to promote the welfare of the industry at 
large, William R. Parrott, executive manager of the 
Shoe Fashion Guild of America, writes the RECORDER 
to extend his best wishes for the success of the men’s 
shoe campaign. Says Mr. Parrott: 


“I am very happy to hear that your Men’s National Shoe 
Week is being received with so much enthusiasm. I like 
the plan very much and I feel that it will certainly help to 
make the men of this country more footwear conscious. I 
wish you greatest success.” 


Here are some more typical expressions from the 
many letters that have been received by the RECORDER 
since the initial announcement of National Men’s Shoe 


Week: 


“Naturally we welcome any effort on your part to pro- 
mote men’s shoe business, and we are heartily in sympathy 
with your plans for a men’s shoe week for Fall.” 

D. E. ALEXANDER, Asst. Adv. Mgr., 
Geo. E. Keith Company. 


“We were very much interested in your letter that indi- 
cated the intention of the REcorDER to plan a campaign 
that would encourage the shoe retailers in more successfully 
promoting men’s shoes. 

“As we take time to think about it, all of us agree that 
generally, promotion of men’s shoes has not been particu- 
larly well done in the past, or at least, it has not been 
effective. We are confident that a better job can be accom- 
plished and it is a very commendable move on your part 
to take the initiative, for the benefits will accrue to all 
of us, if there can be wakened more style consciousness 
among men footwear buyers. 

“We are particularly well pleased that this movement of 
yours coincides with some plans of our own, which are 
virtually a reflection of the best styled line of men’s shoes 
for Fall that our company has ever produced.” 

Paut Riey, Executive Manager, 
Walk-Over, Fifth Avenue, 
New York. 


“We believe your idea is a good one to tell the retailers 
how to advertise, how to display and how to promote men’s 
shoes. When traveling, the writer heard many retailers 
refer to the Recorper as _ the ‘Shoe Bible.’ In my estima- 
tion, the Recorper is truly an educational book for the 
alert and aggressive shoe merchants.” 

C. R. DeMrnt, Sales Manager, 
Rohn Shoe Manufacturing Co. 


[TURN TO PAGE 52, PLEASE] 
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RES Effort on 
Men’s Shoes in Line With 
Discussion at Last StyleCon- 
ference, DeclaresChairman 
of Men’s Group Who Calls 
RECORDER Promotion 
a “Perfectly Swell Idea.” 


JOSEPH T. GEUTING, JR. 


Chairman Men’s 
Style Committee 


“The National Men’s Shoe Week, which the RECORDER is 
sponsoring, is a perfectly swell idea and I wish to congratulate you. 
The possibility of co-operative effort as regards seasonal promotion 
of shoes is somewhat in line with the discussion at the Style Con- 
ference and Leather Show last April. Whether your plan is an 
outgrowth of that discussion, I do not know. Nevertheless, I heartily 
approve and will do all I can to co-operate. 


“We plan to start our Fall promotion of school shoes about 
August 15. You have approached these plans in a very good way 
and I will watch their development with much interest. 


“Once again let me congratulate you and Mr. Reilly and associates 


on this splendid plan.” 
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( THERE is a real Fall and Winter promotional 
\ Ni “+e * opportunity in very heavy storm type shoes. 
. > The wet weather of late Fall, as well as the 
: . stormy Winter season, makes such shoes a real 
\ 4 necessity. Improvement in tanning of oil- 
treated leathers makes them smarter looking, 
better fitting and longer wearing than ever be- 
fore, and an unprecedented fashion acceptance 
™ by men makes them a profitable merchandis- 


ing possibility. 
Oiltreated leathers today represent this par- 
ticular art of tanning at its highest stage of 


National Men’s 








Ne. 1 in a Series of Style Pres- 
Featuring Shoes for 


r Promotion 


Photos by 
GEORGE PELZER 


development. The original inspiration of and 
pattern for the modern oil-treated leather was 
the French Wax Calf of a generation back. 
Several widely different methods of tanning 
were undertaken before the final and now suc- 
cessful “fat liquoring” method was evolved. 
“Fat liquoring” is the restoring after tanning 
of the essential natural animal fats and oils to 
the skin. The result is the exceptionally smart 
glove-like finish which increases its beauty and 
lustre with wear. 
Lighter weight calfskin, with certain notable 
exceptions to be found in the high grades, has 
{proven the ideal leather for oil treating. 
plumper and heavier veals, cattle hides 





Geoup Three 
by JOHN REILLY 


(side splits), kips and kip splits have been 
found more acceptable for this work. In the 
light of the present hide market and the in- 
creased use of sides and splits for grains and 
reversed leathers, it is well to remember that 
though the use of sides and splits may be eco- 
nomical, they are also essentially a better stock 
with which to work. Veals, which are skins 
from animals too large for calfskins and at that 
plump fatty stage before they reach maturity, 
make a particularly fine oil-treated leather and 

[TURN TO PAGE 40D, PLEASE | 
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THESE are the days to be laying 
plans and getting material together for 
your store-wide display effort for Na- 
tional Men’s Shoe Week. Display is 
the backbone of this promotion and the 
merchant has at his disposal excellent 
display material in the form of posters, 
counter cards and blow-ups, of such 
high quality that it is bound to stop the 
passing traffic in the store or out. 

Displays may be built around the 
poster as we have done on the illustra- 
tions on these pages, or they may be 
constructed around blow-ups of the va- 
rious feature illustrations which we 
have used thus far and the many which 
we are preparing now for use as the 
campaign progresses. These photo il- 
lustrations represent the “action pic- 
ture” at its. highest development and 
give life and sparkle to both displays 
and newspaper advertising. 

Plans laid out and a budget set aside 
for display purposes now will insure a 
thorough program later. If the mer- 
chants of your community are prepar- 
ing a cooperative effort, this display job 
is one that the individual can be doing 
now, while cooperative plans are being 
projected. Display, unlike other forms 
of advertising effort, is essentially a one 
man job and should reflect the indi- 





~~ 


viduality of the store and its display 
manager. 

The three displays illustrated are 
practical and easily constructed and 
one or more should fit nicely into the 
smallest display budget. In cases where 
conditions make other forms of promo- 
tion impossible or impractical, units of 
this character will insure your partici- 
pation in National Men’s Shoe Week 
promotion display. Materials for con- 
struction include the usual and familiar 
plywood, compo board and cardboard 
and light 1” x 14%” frame work. In 
the case of the smaller unit lighter 
frame work and the more fragile show 
cardboard may be used. The color 
scheme of the poster is Roto-Brown and 
Persian Orange and blow-ups of the 
photographic illustrations may be toned 
Sepia. An attractive color scheme in 
keeping with the poster and the season 
would be a tan tone for light areas, 


- that is a cream, just off a white, with 


darker areas a Persian Orange or 
Chinese Red for accent. 

Sizes of the display will vary with 
the requirements of individual stores 
and windows. But the scale remains 
the same and can be figured from the 
poster size which measures 17x22”. For 
larger displays blow-ups must be used 
and can be made from these same 
illustrations. 
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This display for use in a large window consists of a base with a 
semi-circular center unit and a column at either end. A plywood 
back board and wooden shelves for display of shoes or slippers 
and accessories. The background is the lightest area, as are the 
tops of the shelves. The front planes are the contrast areas, sides 
of columns and platforms are the intermediate tones. The center 
of interest is a blow-up of the National Men’s Shoe Week poster. 


Gets First Consideration in National Men’s Shoe Week 
ion. Plans Conceived Now Wili Produce Dividends Later 
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A simple display for window, or unit out on floor, con- 

structed entirely of compo board or plywood, nailed on 

a simple frame of 1” x 2” white pine. It features a good 

frontal area for display copy on National Men’s Shoe 

Week and a blow-up of the “feet feature” photograph. 

Exceptional display for the merchandise is afforded 
by the platform at the front. 
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FOR TOWN WEAR— 
Left 

Three interesting wing 

tipped shoes and one plain 

tipped shoe in black, 

brown, and gray calfskin. 


FOR COUNTRY WEAR 
Below 


Grains, oil treated 
leathers and combinations 
of reverse leather and 
smooth calf are featured 
with crepe soles and nov- 
elty welts to make at- 
tractive fall shoes. 


THERE are many interesting new slants on the volume 
side of the shoe picture this Fall for both town and 
country wear. The entry of gray to volume, particu- 
larly in the West, is the big color news. Many of our 
best volume retailers feel that considerable profitable 
business will be done with gray this Fall, in smooth 
and reversed leathers, and that both should continue 
well into next Spring’s selling. Some comment and 
interest is being centered about a return to a greater 
proportion of black in volume selling. This is a point 
which should be carefully watched since it would be 
unfortunate if the all-important brown, which is such 

[TURN TO PAGE 40D, PLEASE] 





Merchandise 
Sources 
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thyt the handiwor 
; .Siration for craftsmen 
id Nihere would see 
; mecia is and 
wre is the st 
Street, is the 
: e world over for 
extraordinary * iin the mé pipes, the blend- 
ing of tobaccos, *° the seasoning and coloring of 
fine meerschaums. 


Many months ag° an Wis ondraih representative or- 
dered and received an SNR cially fine meerschaum 
pipe, hand made and carvag by Erblich craftsmen- 
Struck by the remarkably * wutiful coloring pro- 
duced by Erhlich’s special proegss, a rich, deer 
duotone, neither red nor brown put arrelusive © 
ing of each, he saw the possi sities of a new leather 
shade distinctly masculine, and so doubly 2 
to men. 


EISENDRAT! 
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MEERSCHAUM 


and Fisendrath Craftsmen 


ndrath craftsmen get to work to capture and 
- aan that elusive beauty in fine ¢ ‘n. Month 
after month went by. In laboratory, dye-house and 
finishing yoom, experiment followed experiment. 
Progress wes slow. Even skilled technicians and color- 
ise artists could not transfer 4 masterpiece of color- 
ing from meerschaum to leather without infinite pains, 
many failures- 
























The Eise 


A year went by, and at last came the day when the 
final test in finished shoes showed that Erhlich Meer- 
ed in Eisendsath Calf, in 


istered U. S. Patent Office 






and Reg! 


The new Eise haum is 80 different, 5° 
_ interesting and masculine, that it rates 35 

ding development in colored calf leathers 
i men’s footweat experts 


ommend its adoption as the 


Fall coloring- 


to supply sample sW' atches, but only on 
pany’s letterhead. 


write on your com 
ath Tanning Co. 
wis°f oNSIN 


Boston, Mass. 


We willbe glad 
request. Please 


B. D. Fisendr 
RACI NE, 
Day Gormley Leathe 


WMEERGCH 


Aug. 28 to Sept. 4 


1 Co, 195 South St 






Registered J. S. Patent Office 
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Beware “The 





THERE are forces at work changing the picture of 
retailing. Sales aggressiveness may carry its own re- 
ward but it also may plant the seeds of destruction. 
Too much push and the pressure may blow the other 
side out. 

A vice-president of the United States once said: 
“What this country needs is a good five-cent cigar.” 
So the big tobacco operators figured out that they could 
sell more cigars at that price; and the result was the 
universal five-cent cigar, backed up by a policy of sales 
aggression that swept the country. Today you can get 
a five-cent cigar in the Hotel Astor, in every chain cigar 
store and in every cigar counter in every office building 
and in every shop, everywhere. The cigar chains bit off 
more than they could chew in the sense that the very 
thing that they created through mass machine pro- 
duction is now so universally sold that it is easier for 
the customer to buy his cigars from “Jerry” in the 
building than it is to walk a mile for chain store econ- 
omy. Cigarettes have already gone down that road of 
being an item of universal sale. 

Now, what would happen if the same forces of mass 
machine production were brought into play in shoes? 
Let’s hit upon a miracle price of $3.00 and let us sup- 


,pose that all stores, everywhere, found that the easiest 


item to sell. Precisely the same thing would happen to 
shoes as has happened to cigars. Customers would find 
them everywhere and would, in time, dull their taste— 
because sales aggressiveness had made acceptable one 
level of quality, one level of price. The great problem 
in the cigar industry today is to stimulate a taste for 
better quality. The tobacco farmer, hand craftsman, 


‘and every store—including the chains—are battling for 


quality—but it may be too late—man may be satisfied 
with “el ropo” at five cents per. 

Would the same thing happen in shoes? There is 
always the danger that we might, in shoes, dull the ap- 
preciation of the public by following the same formula 
of “the easiest way.” It is so easy to drift into the field 
of mediocrity. A good example, this Summer, is the 
cheap sandals sold in variety chain stores. The univer- 
sal price of the oilcloth sandal (with not one atom of 
leather in it, sole of cheap rubber, insole of paper) 
is 25c. per shoe, 50c. per pair. Even the old line 
5c. & 10c. stores have pushed their prices up to capture 
this field of sale. As a foot covering it may serve its 
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Easiest Way’”’ 


purpose for a week-end but it is, in no sense, a shoe 
in the accepted meaning of footwear. For five years 
the RecorDER has warned the trade of this menace 
of mediocrity. 

All of these things have been developed because 
volume is the distinct merchant vice of the day. With 
volume comes a tendency to cheapen all ingredients, 
cheapen wages in manufacture and in distribution. 
Along that line comes cheapened service. Many of the 
high speed volume shoe stores make a common prac- 
tice of hiring a boy right out of high school, giving 
him a few pep talks; and turning him loose to fit the 
customer the very first morning he goes to work. The 
lad is expected to learn the business by trial and error, 
bluff and bunkum. He is taught to solve a difficult 
problem at the fitting stool by the use of the escape- 
mechanism—the turn-over man. He is told the patter 
that he must tell the customer and just how to facilitate 
the turn-over. The turn-over man accelerates his sales 
aggressiveness and usually does a smart Aleck job to 
get the money quickly. 

That certainly is the way to ruin a grand and glori- 
ous industry that has a magnificent field of usefulness 
and a splendid opportunity for real salesmanship. Their 
new clerk soon finds out that there is a ceiling to the 
amount of money he can possibly make in that store 
and does one of two things—he either joins the union 
and fights for higher wages or he goes elsewhere. If he 
goes to a better store he soon discovers that he knows 
absolutely nothing about shoes and feet and the skill 
needed to satisfy an educated public. 

There are signs of revolt on the part of the public 
because the thrill of buying is dulled and deadened by 
the slap-dash sales methods of the speed-up-volume 
shop. The public has learned, at long last, that it can 
get what it wants at a fair price in stores that have some 
appreciation of the article offered for sale. Who do 
you think you are fooling when you tell the public: 
“Nothing is so cool as black in Summer?” Here we 
are, in the hottest weeks of the Summer, and just try 
to get the right sizes in white shoes in a volume store. 
Sales aggressiveness ruined a season for volume stores 
and made an opportunity for real merchants to win 
back customers because they at least were appreciative 
enough of their own merchandise not to throw it away 
without a chance for salesmanship to play its part. It’s 
time for thinking. 
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OLL-PA 


..and what a Line of $hoes; 


The big school shoe market is tailor-made for 
dealers featuring Poll-Parrot shoes... the nation’s 
No. 1 all-leather quality line in juvenile footwear. 
Nationally known Poll-Parrots are reasonably priced, 
well made and built to fill the requirements of fast 
growing feet. They stand out as value-leaders and 
profit-makers in the children’s shoe business. 

Align your store with the 

leallen, Take care of the 

kindergartners, eighth 

graders and high school 

students in your comu- 

nity with Poll-Parrot 

shoes. They will create 

sales and make a profit 

for vour store. 


\ Solid leather 
* 


construction 
prolongs the 
wear and 
smart appearance of 
Poll-Parrot shoes. 


i] Special juve- 


nile lasts allow 

lenty of room 
bor the growing 
foot to Sivddep. 


Poll-Parrot 
shoes with 
flexible, dura- 
ble soles and 
soft pliable uppers 
are easy on the feet, 


ROBERTS JOHNSONGRAND — Taestar eRanp 


ST.LOUIS.MO. SHOEMAKERS 
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RECORDER CANDID COMMENTATOR 


Tucson, Ariz., merchants en- 
tertain L. E. Langston, execu- 
tive vice-president, National 
Shoe Retailers Association. 
Left to right, standing: Hamil- 
ton Keddie, secretary Sun- 
shine Climate Club; W. P. 
Carlock, manager shoe depart- 
ment, Jacome’s Department 
Stores, Inc., and chairman 
entertainment committee; 
seated: Alex G. Jacome, presi- 
dent, Jacome’s, and N.S.R.A. 
state chairman; Mr. Langston; 
M. H. Mansfield, manager, 
J. C. Penney Co. Tucson store. 


Above: Tucson merchants present floral shoe to N.S.R.A. 

vice-president at banquet attended by retailers of the city, 

including heads of four principal department stores. Mex- 
ican string orchestra-provided the music. 


Left: This candid camera shot shows Burt Eastman, well 
known shoe buyer for Neiman-Marcus, Dallas, Tex., and Mrs. 
Stanley Marcus at recent dinner party given by Mr. Marcus 
at the Baker Hotel in connection with Neiman-Marcus Fash- 
ion Fiesta. Prominent fashion authorities and officials of the 
Pan-American Exposition were guests. The Neiman-Marcus 
store planned the event as part of its promotion of Mexican 
fashions and every woman present received a corsage of 
orchids brought up from Mexico by the Braniff-Pan-American 
plane. Story by Ruth Harrington elsewhere in this issue. 


Two views of sevens by Tucson merchants for L. ag reg 
to tern tri in 
mafheteed ~  comancen 















1 Andrew Geller 
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3 PINCUSsTOBIAS 


THE LAST WORD 


UNITED 








The craftsmanship of fine shoemaking 
starts with the last. Style and fitting qual- 
ities must be in the wood before the shoe 
is even designed. 


Stewart & Potter Company and all other 
branches of the United Last Company 
know the close relationship that exists 
between fine shoemaking and superior 
last designing. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Lewer the temperature 
of your toes 





RETAILERS ADVERTISE 









I's the open seesen for open toes! Open tens ore 
Cemterteble —— apen teen ere procncel — epen tees 
ore fochson righ! —- open teen bring new beowty new 
interest, te your feet. They're here — in white, in 
block, ia sheer thet leek lhe rembows. They're bers, 
in tabres patents bucks And one of them wer mede 






SALES AND SUMMER 















Warm Weather Gives the Cue for Promotion 
of Summer Specialties and All Sorts of Outdoor 
Footwear, Side by Side with Clearance Sales 













sports footwear, sneakers, etc. The 
sneaker, which has hitherto been 
regarded more or less as a Summer 
staple, came in for a lot of style 
promotion this year, showing the 
advertising possibilities that are to 
be found in types of merchandise 
which all too often are neglected. 
Best & Company, for example, had 
an interesting ad, based on the fact 


to revise their plans, soft pedal 
sales and talk more about Summer 
shoes and specialty footwear for 
Summer wear. Such shoes were 
news in the early part of July, even 
more than in June, because the 
weather put them in the very fore- 
front of public interest along with 
other Summer apparel necessities. 
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HAOT-WEATHER footwear was the 











theme song for retail shoe advertis- 
ing the country over in the week 
following the Fourth of July, over- 
shadowing even the story of clear- 
ance sales, although there was 
plenty of sale advertising in the 
papers. Some of the stores that 
advertised clearances probably 
wished they hadn’t, for weather in 
itself would have provided sufficient 
momentum to keep merchandise in 
motion without the added stimulus 
of price. : 


sands of people made hurried prep- 
arations to flee to seashore and 
mountains and seek relief. Thus 
the urge for travel, combined with 
the hot weather needs of those who 
stayed at home, provided a demand 
for. Summer merchandise that 
would have swelled the sales and 
profits regardless of extra business 
which the sales brought in. 

Very likely the sudden and pro- 
nounced heat wave which seems to 
have overspread most of the coun- 
try did cause many retailers hastily 


In many cases Summer specialties 
were featured at regular prices side 
by side with clearances. 

It’s a wise merchant and a skill- 
ful advertising manager who can 
alter their plans quickly if the occa- 
sion arises, for a sudden change in 
weather conditions has only too 
often set at naught the best laid 
plans of merchandising manager 
and the advertising department. By 
making promotion plans flexible 
enough so that they will be subject 
to change, almost at a day’s notice, 


only yields dividends in immediate 
sales and profits, but also serves to 
impress the public with the fact that 
a store is alert and on its toes, thus 
enhancing the good will and pres- 
tige that belong to an enterprising 
retail institution. 

Judging from the ads that we have 
seen, shoe merchants, by and large, 
did a very creditable job in drama- 
tizing the many interesting and at- 
tractive styles, both in regular 
footwear and in specialties, such 
as beach sandals, various types of 


[TURN TO PAGE 40-B, PLEASE | 





multicolor 
















Never was the futility of prema- it is sometimes possible to ride in. Bo wel patent 9 
ture price slashing more strikingly — with a sudden wave of popular in- Cool ¢ :? 
demonstrated. Instead of keeping terest and make the most of a retail O - 

‘customers away from stores, hot situation that no one could have _re brat 
weather, in New York at least, foreseen or planned for far in ad- Light Ls, 
seemed to stimulate selling, as thou- vance. Such an accomplishment not Original fis 


Refreshing 2x4 Floor | 
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. MORE COLOR! 


THIS time in a san- 
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>, - dal for CHILDREN. 


Ms. Red brown, black or 
white kid. Sizes 
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(A—CENTER) 
(D) 


THE 
DRIVING 
WEDGE 


MANY SHOE merchants throughout the country are operating the "driving wedge" 
system of selling shoes. Using an extremely popular, well-known and well-advertised 


brand name, they are thus able to push additional lines along with their initial sale. 


TO ILLUSTRATE: Mrs. Consumer is shopping for Daniel Green Slippers. She 
knows all about them—consistent, potent national advertising has kept her informed 
and sold on Daniel Green products. In buying from her local merchant—(and there 
are thousands of these Daniel Green merchants everywhere)—not only does he seli 


the Daniel Green product she wants, but selling additional items is made easier. 


FOR MRS. CONSUMER IS SOLD on the merchant that features the Daniel Green line. 
She knows his merchandise is superior, is in better and newer style, and in the most 
convenient price range. IF YOU ARE LOOKING FOR A LINE that will sell your com- 
munity on you—a line that sells quickly, easily, profitably—a line that will serve as your 
“driving wedge"—Daniel Green is the line for you! 





ps 


> 


2. the Duchess with 


(A) 20111—A Comfy Traveler — 


of imported Japanese Tapestry 
together with bag. Made to 
order only. C Width. Price 
$3.00. 


(C) 70257—Another version of 
open toe. 
Made to order. AAA to B 
Widths: Price $3.15. 


(E) 60943—The DeLovely. Satin 
open toe evening sandal with 
crepe trim. 20/8 heel. Stocked 
in Black and in White, AAA to B 
Widths. Price $4.25. 


(B) 2031I—A scuff with ruffle 
trim. Stocked in Black-Flame, 
Coronation Blue-Self, Dubonnet- 
Self, Tea Rose-Self, Turquoise- 
Self. C Width. Price $2.10. 


(D) 70260— The Tuxedo-made 
of Palm Beach Cloth. To order 
only. AAA to C Widths. Price 
$2.55. 


(F) 4011I—A Comfy Traveler of 
kid with satin tongue, lining and 
sock. To order only. C Width. 
Price $2.25. 


(A Traveler bag can be fur- 
nished of satin, faille or Japan- 
ese Tapestry to carry these Trav- 
elers at an extra charge of 
$1.00.) 


THE 
DANIEL GREEN 


COMPANY 
DOLGEVILLE, N. Y. 


SALES OFFICES: 


NEW YORK BOSTON CHICAGO 
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- REDS are often spoken of as the million 


. dollar shoe”— probably because of the huge sums which 


have been spent in the clinical and scientific development 
of Posture-Tred lasts. Naturally, the Milford Shoe Com- 
pany cannot jeopardize this investment by using anything 
but the best materials in the manufacture of these sensa- 
tional shoes. Many of the foremost stores feature Posture- 
Treds and many of their most successful styles are of 
fine-grain lustrous Evans Kid. When you specify a 


leather of Evans tannage, you, too, are conserving your 


. own investment in good will and customer satisfaction. 


John R. Evans and Company, Camden, New Jersey. 


































Cuicaco, ILL.— Increasing cooperation between 
physicians and shoe men throughout the country is be- 
ginning to help conquer the wide-spread foot problems 
of the American people. This, coupled with a plea for 
an even closer tie between the two, was one of the main 
themes of the Foot Section of the American Osteopathic 
Association which met in convention here at the Stevens 
Hotel, July 5-8. The Foot Section was one of a con- 
siderable group of specialist societies, meeting with the 
convention, which brought 2500 osteopathic physicians, 
surgeons, and specialists to Chicago. More than 200 of 
them attended the Foot Section. 

In commenting on this shoe man-osteopath relation- 
ship, Dr. Edgar D. Heist of Kitchener, Ont., Canada, 
chairman of the section, stated, “Year by year the 
osteopathic physician and the shoe men are getting 
closer together. The osteopath realizes that there is a 
shoe for every foot and every condition, not as a cor- 
rective shoe but as a support to corrective work done 
by the specialist. The shoe man in turn is beginning to 
realize and apply the effectiveness of osteopathic foot 
correction.” 

In further discussing this same subject, Dr. Harold 
E. Clybourne, of Columbus, Ohio, stated that in his 
recent wide travels all over the country he has noted 
more progress during the last year between shoe men 
and foot men than at any other time. Doctors are be- 
ginning to realize finally the importance of the shoe, 


Concede Importance 
Of Shoe Men’s 


Session of one of the Foot Section Groups at American Osteopathic Association Convention. 


Between Doctors and Shoe Fitters at Meeting 
of Foot Section of the American Osteopathic 


Association in Chicago. 


and shoe men the importance of the foot. “The shoe 
man is to the orthopedic specialist,” he said, “what the 
prescription clerk is to the medical doctor. Doctors 
now realize that they don’t know shoes and must de- 
pend on the shoe man for fitting.” The latter, he 
pointed out, are slower to realize the benefit they can 
receive by cooperating with the doctors and miss a 
great opportunity for service. Some of them, he reports, 
will do anything to make a sale, including switching of 
sizes if they happen to be out of the necessary one, a 
serious offense. He believes that all progressive shoe 
stores and departments should have, for orthopedic 
fittings, a trained professional man who works on a 
substantial salary without incentive of commission. 

Dr. Heist, speaking for the osteopaths as a whole, 
pointed out that they regard the foot as the foundation 
of the body. “If the foot is out of alignment there is 
a waste of energy and if we can get people to under- 

' [TURN TO PAGE 48, PLEASE} 


BOOT AND SHOE RECORDER, July 17, 1937 





Function 






Osteopaths Stress Vital Need of Cooperation 
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Dealers everywhere have 
proved it a profitable move to 
sell men’s shoes which feature 


Kistler “BENCH BRAND” 


leather soles. 


No operation in making a shoe is more important than bottom- 
ing the shoe. A solid leather outsole is insurance against compli- 
cations which may arise when the shoe does not have the right 
foundation. As sole leather varies in grade like cuts of beef, the 
greatest satisfaction can be expected by a choice of sole leather 
which comes from the best part of the steer. 


KISTLER “BENCH BRAND” SOLE LEATHER 


is taken from that part of the hide which covers the porterhouse 
steak. (See our chart lower right corner.) Its heavy-hide sub- 
stance is close in grain, strong of fibre, fine of color, moisture 
resisting and full of wear per iron of thickness. Sole laying, 
channeling, stitching, edge and bottom finishing—each a step 
in good shoemaking—can be perfectly done if this leather is 


SIDE OF LEATHER. THE PART 

USEO FOF KISTLER “BENCH 

BRAND" SOLES IS ABOUT 13% 
y OF THE WHOLE SIDE 


il ee 


pu 


eft 


FOUNDED 1840 
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Winner of Plane in Shoe Contest 


Kermit Mangun, 17-year- 


old winner of the 


given as first prize in the 
recent contest held by the 
Belle Meade Shoe .Com- 
pany, standing proudly by 
“his ship.” Below, the pre- 


sentation 
the Kansas City Airport. 


Kansas City, KANs.—The recent con- 


test staged by the Belle Meade Shoe. 


Company of Nashville, Tenn., makers 
of -“Skyrider” shoes, in which a Tay- 
lor Cub airplane was given as first 
prize, was won by Kermit Mangun 
of this city. He is a member of the 
Junior American Legion Band of Kan- 
sas City, and during the ceremonies 
the band, in full uniform, played and 
added considerable color to the pro- 
ceedings. 

The Taylor Cub was flown to the 
landing field at Kansas City by John 
Ball, of the Belle Meade Shoe Com- 
pany, an accredited pilot and Ace of 
the Skyrider Club of America. 

The winning entry was ‘submitted 
through the main store of the Robinson 
Shoe Company of Kansas City, Mo. 
Hampton Robinson and Addison Cox 
of the Robinson Shoe Company, took 
part in the ceremdnies along with Wal- 
ter Roose, sales manager of the Belle 
Meade Shoe Company and Charles W. 
Cook, advertising manager of the com- 
pany. 

The winning card was given out to 
Kermit by Ray Wendell, manager of 
the Robinson Shoe Store in Kansas 
City, Kans., and the presentation was 
made on behalf of the Robinson Shoe 
Company stores in Kansas. City, Kans.; 
St. Joseph, Mo.; Independence, Mo.; 
Country Club Plaza and the main store 
in Kansas City, Mo. 

During the presentation ceremonies, 


ceremonies at 


the Naval Reserve Squadron at the air- 
port lined up their planes on one side 
of the microphone, through which the 
ceremonies were broadcast, and the 
planes of the local flying school were 
lined up on the other side of the field. 
The Taylor Cub plane was placed di- 
rectly in front of the landing field club 
house. 

A crowd of ahout 2000 attended and 
the whole presentation was a great 
success. Local newspapers carried ads 
of the Robinson Shoe Company an- 
nouncing the presentation, and officials 
of the shoe company were very grati- 
fied with the success of the presenta- 
tion. 


Alex Store to Move 


WALLINGFORD, CONN. — Milton and 
Elmer Alex, owners of the Alex Shoe 
Store, 22 Center Street, are preparing 
to move their shoe business to a store 
now being prepared for them at 62 Cen- 
ter Street. The former address, where 
the business has been. located since 
1900, will be used as a haberdashery 
outlet for the same firm. The store, be- 
lieved to be the oldest retail shoe out- 
let in Wallingford, was established in 
1895 by the late M. E. Alex, who oper- 
ated on Hall Avenue for five years be- 
fore moving to Center Street. Follow- 
ing the death of M. E. Alex, his two 
sons took over the business and have 
conducted it since. 
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Building Up Hosiery Sales 

PROVIDENCE, R. I.—Hosiery sales have 
been developed at Ray’s, Inc., to the 
extent that the department now pro- 
duces 40 per cent of their total busi- 
ness, according to Harry Glickman, 
owner of the store. 

“Hosiery should be conducted as a 
business in itself,” says Mr. Glickman, 
“and not as an accommodation. It 
should not be considered a sideline, be- 
cause hosiery is in itself a profitable 
department. 

“We get only five per cent of our 
hosiery sales from the floor. The re- 
maining 95 per cent of the business 
comes from the street, from girls and 
women who see our hosiery displays 
and enter the store to buy hosiery. 
While we don’t make any attempt to 
sell these hosiery customers shoes, we 
do find that the hosiery serves as a 
leader. It induces people to. enter the 
store, and some naturally buy shoes.” 

Mr. Glickman keeps hosiery displayed 
in their two front windows at all times, 
a preferred position being toward the 
rear of the window at the point nearest 
the street, which presents a display 
that catches the attention of passers- 
by. 
While hosiery was advertised consid- 
erably in local newspapers at one time, 
Mr. Glickman states that almost none 
is used at the present, since their win- 
dow displays prove very profitable. 

Ray’s is located in down-town Provi- 
dence, on the city’s principal shopping 
street for women, and their two front 
windows are seen daily by thousands. 
While one side of the street gets ap- 
proximately 60 per cent of the passen- 
ger traffic, because three large depart- 
ment stores are located on that side, 
Ray’s get 40 per cent, since it is located 
on the opposite side. 

Hosiery ranges in price from 49 cents 
to one dollar, with a 59 cent number 
being their biggest seller. The depart- 
ment is under the direct supervision of 
Miss Alice Spencer, who does all buy- 
ing and management of the department. 
To her critical buying and satisfactory 
adjustment, Mr. Glickman gives due 
credit. 

The store has recently been complete- 
ly refurnished throughout with: new 
fixtures and furniture and is now air- 
cooled for the convenience of customers. 
During the past month, total sales have 
jumped 25 per cent as compared to sales 
for June, 1936. Mr. Glickman attributes 
some of this to improved business and 
some to store improvements, including 
the air-cooling. 


Opens New Store 


Detroit, MicH.—Paul’s Shoe Com- 
pany has been formed by Paul Faust 
as sole owner. Paul’s Shoes, Inc., of 
which Mr. Faust was the head, at 6237 
Cherie Street, has been dissolved. 

Mr.. Faust has opened up his new 
store at 6519 Chene Street and is carry- 
ing a new line of shoes—the Florsheim 
shoe for men and the Enna Jettick shoe 
for women. 
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Their Increasing Popularity 
MUST BE DESERVED 


Manufacturers — who make them, 
Retailers — who sell them, 























Women — who wear them: 


LITTLEWAY All are enthusiastic in their convictions 
LOCKESTITCH as to the merit of Littleway Lockstitch 
PROCESS Shoes—regular construction or Delmac. 


A background of sound shoemaking < 
principles is the outstanding reason for J 
their continual increase in sales and 
well deserved public approval. | 





And for those who prefer 
DELMAC LOCKSTITCH 
















And of course 
with (6/C UNISHANK 


DELMAC LOCKSTITCH 





on ola Tak Gn eno. 
PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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A SHOE THAT mM YOU A REAL FITTING STOOL STORY 


CITY CLUB with its premolded seamless back feature and its 
three-way arch cushion Velvet Step feature, gives you some- 
thing to talk about besides smart style, long wear, holding its 
shape etc. Men like to see what they’re buying. In City Club 
every feature is so readily visible that it’s simply.a push-over 
once you get your customer at the fitting stool. Actually, no 
other men’s dress shoe in America has so mariy talking points 
—all of them sale-clinchers. For example, the fuller treading 
surface which prevents riding edges of the insoles or the 
broadened heel space to prevent riding on uppers. Then 
again you might also point out the short snug-fitting top lines, 
to say nothing of the full selection of toe types and the wide 
range of styles available. Truly City Club gives you a real 
fitting stool story. 
Specifications: Welt construction; fine selected upper stock; soles of Promotion: City Club Velvet Step Shoes are backed by five-color window 


choice selection of cowhide bends; invisible nailed rubber heels. Widths displays; counter signs; special City Club cards; arrow markers; envelope 
AAA to G. Sizes 5 to 14. stuffers; City Club consumer booklet; mat service; dealer imprinted post- 


In Stock for immediate shipment (Write for Catalog). Priced to retail at cards; radio transcriptions and City Club golf balls. A 50-50 proposition 
$6.00 and $6.50 with an attractive mark-up. Terms: 60 days net. on local newspaper advertising and radio broadcasts. 


PETERS SHOE COMPANY e BRANCH OF INTERNATIONAL SHOE CO. ¢« ST. LOUIS 
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Retailers Advertise Sales and Summer 


that sneakers were worn so generally 
at the New London Races. 

“Navy Canvas Keds Big Fashion at 
New London Races,” said the caption. 
“Literally hundreds of pairs of these 
chic, comfortable, correct little ‘sneak- 
ers’ were noted at New London, where 
many guests had to wear flat -soled 
sports shoes aboard launches and other 
craft. Brilliant proof that Best’s fore- 
cast of their success was correct! Wear 
them yourself with slacks, shorts, tennis 
clothes, or ‘what have you,’ in the coun- 
try or at the beach.” Just an example 
of what an alert store can do in pro- 
moting a type of shoe which to many 
would seem such an obvious Summer 
need as not to require promotion. How- 
ever, there’s nothing so staple in the 
shoe business that judicious, timely, 
intelligently planned advertising can- 
not increase its sales possibilities or 
serve to bring it to the attention of cus- 
tomers by whom it might otherwise be 
overlooked. 


Copy in Rhyme 


Maling Brothers of Chicago have 
been carrying on a very extensive and 
interesting promotion of “West Indies 
White” this season. “From early morn 
to late at night, the town acclaims West 
Indies White” was one of the ad cap- 
tions, and the copy likewise was writ- 
ten to rhyme: “Notice the shoes that 
attract all eyes, notice the styles that 
win the prize, notice the choice of wo- 
men wise. They’re all alike in one 
respect, and in your guess you’re quite 
correct—they’re in West Indies White, 
a glorious shade of luscious delight. Ex- 
clusive with Maling’s and th: result of 
years, West Indies White will win your 
cheers. Whether sandal or oxford or 
pump you choose, whether patent, pop- 
lin or doeskin suits your views, if it’s 
West Indies White it makes fashion 
news.” 

Not so very serious, perhaps, but in 
Summer it’s quite in order to approach 
the copy problem from a different angle 
and try something in the lighter vein, 
that’s different from the usual line of 
selling talk. 

“Friends, Detroiters, Lend Us Your 
Feet,” advises S. L. Bird & Sons of 
Detroit in a clever advertisement built 
around the argument of correct fit. “We 
don’t ask for your ears (to hear our 
claims). Just your feet! So we may 
quickly, convincingly demonstrate 
Walk-Over Fit—fit that hugs your 
ankle, arch and instep—that lets ALL 
your toes lie flat, giving you a sure, 
easy step. Fit that distributes your 
weight evenly, naturally, on three (not 
just two) weight-bearing points of each 
foot. You’ll walk more gracefully, with- 
out wobble or strain.” 

“IF,” in big, bold type, formed the 


- 
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Fifth Avenue at 35th Street 
Garden City Mamaroyeck East Orange) 


Style Note 


NAvy CANVAS “KEDS,” 
BIG FASHION AT 
NEW LONDON RACES 


Sizes 3 t09 


ao Ae 


‘bgeng hundreds of pairs of these 

; chic, comfortable, correct little 
“sneakers” were noted at New London 
where many guests had to wear flat-soled 
sports shoes aboard launches and other 
craft. Brilliant proof that Best’s fore- 
cast of their success was correct! Wear, 
them yourself, with slacks, shorts, tennis 
clothes, or “what have you,” in the 4 
country, or at the beach. SIXTH FLOOR 


Mail and phone orders filled — Wlsconsin 7-5000 


and one of Best's specialties 











Rubber-soled “sneakers” have in- 
teresting possibilities for style pro- 
motion, as demonstrated by this 
clever ad by Best & Co., New York. 


intriguing caption of a novel style ad 
by Fyfe’s, also of Detroit. “If you wear 
dark sheers, you’ll want this Summer 
‘black’ of Suva mesh with patent (also 
in white). $6.50. If you’re going danc- 
ing, cool your toes in this dainty white 
tie—linen with patent. $6.50. If your 
dress is softly tailored, you’ll wear this 
sandal with medium heel of white kid. 
$5.00.” 

Hot weather footwear of mesh was 
advertised by Bendheim’s of Wilmington, 
Del., and the caption declared these 
shoes to be “So Cool They’re a Chal- 
lenge to Summer.” Priced at $8.75, the 
shoes were described in the copy, which 
said: ‘We’ve unearthed the coolest, 
loveliest footwear of the year for ex- 
citement on the week-end ahead and for 
all vacation-bound feet. Sketched is a 
bit of magic in mesh—imported, no 
less—for those who want something 
refreshingly different. White, with 
touches of blue or dubonnet, or in ex- 
quisite natural. And this but hints at 
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Bendheim’s complete story of inimit- 
able footwear creations. See them all!” 

Advertising “Smart, Inexpensive 
Summer Shoes for Every Daytime 
Need,” Marshall Field & Co., Chicago 
says in an ad that illustrates six inter- 
esting patterns: “The shoes shown here 
are typical of a collection planned to 
make your Summer wardrobe attrac- 
tive and complete. They are Field 
quality shoes, every one. Our recently 
introduced $9.75 daytime shoes have 
quickly made a place for themselves, 
People who see them realize at once 
how finely made they are, how fashion 
right in every way. And Field’s play 
shoes and sandals are the kind that 
make you plan all kinds of happy 
doings.” 


“Romance of a Shoe” 


Napier’s of Mimneapolis recently de- 
voted an interesting advertisement to 
Raffia footwear and captioned it “Raffia, 
or the Romance of a Shoe.” It told the 
origin and history of this interesting ma- 
terial, now being used in women’s foot- 
wear. “In our search for something 
new to present you this Summer,” said 
the ad, “we found Raffia in the far- 
away isle of Madagascar .. . the only 
place in the world that it grows... 
the natives use it for weaving skirts, 
From sun-drenched Africa the Raffia 
was shipped to Czecho-Slovakia, where 
it was skillfully hand-woven into beau- 
tiful vamps. The Raffia vamps then 
took a trip across the Atlantic and an 
American shoe craftsman fashioned 
them into lovely shoes. We bring you 
these unusual and flattering sandals 
(high or low heels), colors in natural 
. . . natural combined with brown, blue 
or red. Also in Mexican multicolors. 
$10.75. 

These are just a few interesting copy 
quotations, clipped from some of the 
current retail ads. Space permitting, 
we could quote many, many more. But 
perhaps a few suffice to indicate, broad- 
ly, at least, the prevailing trend in 
Summer shoe ad copy. 


Corrective Store Moved 


PROVIDENCE, R. I.—Mulvey & Lyons, 
shoe retailers in this city for many 
years, have removed from the Arcade 
to the third floor at 268 Westminster 
Street, where they are in the heart of 
the shopping district. 

The business, specializing in corr 
tive footwear, was started in 1915 by 
John E. Mulvey and John M. Lyons, 
and was for 18 years located on Union 
Street. For a short time they were om 
Dorrance Street, and two years ago 
moved to the Arcade. This, however, 
proved a difficult location, since it was 
apart from the retail shopping center. 
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fe 
_ Improved Leathers, Better Patterns, 


° Make Finer Fall Shoes 


[CONTINUED FROM PAGE 21] 


adapt themselves well to several finishes 
in various sized Norwegian grains. It 
is true that certain economies result in 
producing such types of leathers from 
these heavier skins, since corrected 
grains may be used as well as top 
grains, the oil treating and embossing 
covering the corrections in the skins. 

In selling shoes of this character it is 
well for the retailer to remember that 
regardless of whether the stock is oil- 
treated calfskin, split, side or veal, the 
raw stock that has gone into the leather 
is the stock best suited for its particu- 
lar purpose. 

The increased popularity of Storm- 
welts has done much toward making a 
more water-repellent shoe. These sturdy, 
rugged shoes take on a new smartness, 


too, with the refining line that a Storm- 
welt gives an edged treatment. 

These are the types of shoes that 
make additional sales; strictly a one- 
purpose shoe, they do notéconflict in 
style or utility with the actepted Fall 
street or sport shoe. : 

We illustrate with keyed merchandise 
sources thirteen very fine promotional 
models of the water-repellent shoe. Rep- 
resented in this group will be found 
practically every pattern developed in 
heavy weather shoes, from plain and 
stitched, tipped Bluchers to heavily 
punched full-tipped brogues. Construc- 
tions featured are double constructions 
with reversed welts and Stormwelts, the 
veldt constructions and moccasin type. 





Men’s Fall Patterns for Volume 


[CONTINUED FROM PAGE 24] 


a boon to volume business and is cer- 
tainly very luerative in this Fall’s wide 
variety of darker reddish tone should 
be summarily eclipsed. Oil-treated 
leathers, to some degree responsible for 
this popularity of reddish tone, are 
being promoted extensively for Fall 
wear. Novelty welted treatments and 
refined close cropped edge trims are 
being seen for the first time in guan- 
tity in volume shoes. 

Materials and combinations of ma- 
terials are the big news in volume 
country shoes. Grains are increasingly 
popular and of a much more rugged 
character, combined with heavy crepe 
soles, as are certain of the smoother 
oil-treated types that make very excel- 
lent rough weather shoes. Since they 
are for sports and tountry wear, ap- 
parently little worry is given as to 
whether they will slip or slide about. 
Of course, interest remains high in re- 
versed leathers and in combinations of 
reversed and smooth leathers. 





Merchandise Sources 


[For shoes an page 24) 
GROUP I 


An interesting group of medallion per- 
forated wing and plaiff tip black and brown 
calf shoes. From left to right: 

Black calf brogue’ with medallion per- 
forated tip from Peters Shoe Co. 

Medallion perforated’ wing tip brogue with 
punch on vamp and quarter from United 
Shoe Manufacturing Co. 

A trim, close-cro 
a medium call i 

tern to 


welt combines with 
a wing-tipped Bal 
an inferesting town shoe 


m Brown Shoe Company. 
Stitched 
well-fitti 


Johnson 


lain tip black calf, over a slim, 
ast for town wear from Endicott- 
‘orporation. .° 


GROUP II (FROM LEFT TO RIGHT) 


Pebble grain gypsy seam blucher with 
pinking on vamp and sewn lace stay detail 


from Peters Shoe Co. 

Custom detailing on a country shoe, brown 
reversed leather combined with an overlay 
of tan calf on a wing tip and quarter from 
Brown Shoe Co. 

Raglan blucher in oil-treated leather with 
storm welt heavy sole. An ideal country 
walking shoe from Peters Shoe Co. 

Cocoa-brown reversed leather brogue with 
slightly higher hee) and close-cropped welt 
from Endicott-Johnson Corporation. 





Paper Writes of Shoe 
Man’s Work 


DETROIT, MICH.—Harry W. Clark, of 
Ann Arbor, Michigan, well-known boot 
and shoemaker, was given a _ two 
column write-up in the Detroit Free 
Press recently. The article gave a 
résumé of Clark’s experiences as a 
bootmaker, his principles of working, 
and a picture of Clark at his work. 
Clark has been making boots and shoes 
for 35 years and numbers among his 
customers residents of Thibet, Austra- 
lia, England, India, Germany and Con- 
stantinople. 2 

A pac, an Indian moccasin with a 
high top like a boot, is one of his spe- 
cialties. This, Clark claims, is the only 
American invention in footwear. 





Lenox Raises Wages 


Freeport, Me.—Lenox Shoe Com- 
pany announces a 10 per cent pay boost 
and a 40-hour week’ effective July 6 
under a closed shop agreement signed 
with the Boot and Shoe Workers’ Union, 
an American Federation of Labor affili- 
ate. 


Merchandise Sources 
[For shoes on pages 20-21] 


GROUP 1— 

Top Row—Left to Right—A resinized 
tan Scotch grain Lotus blucher oxford, 
over a full English walking last, with 
double resinized sole, Stormwelt and a 
very important feature in a wet weather 
shoe, a full bellows tongue. From Curtis 
Shoe Co. 

A town oxford in wine colored oil 
treated calfskin over a slim tapering Jast, 
teaturing custom detailing. From Stone- 
Tarlow Co. 

A plain toe, four eyelet blucher, with 
overlay on quarter, on a rocker walking 
last, cut from mahogany colored oil 
treated leather. From Winthrop Shoe Co. 

A moccasin type over a walled last, 
with heavy welted sole and overlay on 
vamp and quarter. Cut from oil treated 
leather by W. L. Douglas Shoe Co. 

Lower Row—Left to Right—Veldt tvpe 
shoe, featuring water proof double con- 
struction principle, cut from dark wine 
oil treated leather. From Stone-Tarlow 
Co. 

The “Duke of Cork,” a five-eyelet 
blucher with very rugged lines, cut from 
brown Baltic calf over a decidedly Eng- 
lish type last. From Geo. E. Keith Co. 


GROUP 2. 


Top to Bottom—A circular seamed 
Scotch tipped brogue, cut from tan oil- 
treated calfskin over a custom last with 
a full custom sweep. An ideal wet 
aad town shoe. From Stacy-Adams 

0. : 
A full brogue, heavily punched and 
perforated in oil treated leather. From 
Racine Shoe Mfg. Co. 

A medallion perforated, wing tip 
blucher brogue, perforations on vamp and 
quarter, and a full welt in tan calf. From 
Jarman Shoe Co. 


GROUP 3. 


Top to Bottom—A stitched moccasin 
vamp blucher oxford, double sole with a 
moisture repellent outer sole, Stormwelt 
and processed leather heel in tan water 
repellent leather. From Brown Shoe Co. 

A large medallion perforated blucher 
brogue in black water repellent leather. 
featuring a stout sole and additional 
Stormwelt. From United Shoe Mfg. Co. 

The “Chex-Wet,” a water repellent shoe 
with a heavy treated sole and a reversed 
welt; blucher pattern, stitched tip with 
overlay on vamp and quarter. From 
James A. Banister Co. 

The “Runabout,” a rugged tan or black 
Norwegian calf wet weather shoe, featur- 
ing a heavy leather sole, with a water 
resisting stringer, a water proof Stormwelt 
and a leather heel. From The Stetson Shoe 
Co. 
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ALK-OVER 
LOoOmaGa-GRAIAN 


Fist with Sealskin! First with Pigskin! And 
now Walk-Over scores again for Fall 1937—in- 
troducing the newest leather sensation—Long 
Grain. The bold, one-way cross-rough gives a 
natural and friendly crease when the shoe is on 
the foot. It’s the grain without a groan. Plump, 
meaty, chrome-tanned leather whose soft rug- 


gedness makes it a blood brother to the new 
informal woolens. Brown, Stock No. 3946, 
Black, No. 1946. 

Leadership in leathers is one of the unchal- 
lenged reasons why Walk-Over is the shoe the 
world watches for...and wants. Geo. E. Keith 


Company, Campello, Brockton, Mass, 
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The new Diamond Brand 
Aluminum Fast Color Eyelets 


have many points of superiority. 
Chief among them are: 
ALUMINUM BASE 
CELLULOID TOPS 
FAST COLOR 
ROLL SETTING 
@ NON-RUSTING 


@ DURABILITY AND 


ao me =~ A hk * 


DISTINCTIVE APPEARANCE 


.. a an. ns 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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writ TEMALL... 


of the species is more deadly than the 
male. That's the way it seems in the shoe 
business, anyway. Three out of four wom- 
en suffer from painful callouses-— yet 
they will indignantly claim that the 
shoes you sold them hurt their feet! 


However, you can still be master of the 


situation by slipping 


Trimfoot into the 


shoe of those customers. Trimfoot gives in- 
stant relief and assures slipper comfort in 


high style shoes. 


the world’s largest selling 


JPinfol 


world’s smoothest salesman 
work for you ORDER A FREE 


PAIR TODAY! 


metatarsal insole, is also the 


SAMPLE 


Put Trimfoot to 


WIZARD COMPANY 


ST LOUIS, MO * WALSALL, ENG. 


Canadian Distributors: 


CANADIAN SPECIALTIES, LTD., 


49 Sanford Ave., So., Hamilton, Ont. 





Seasons Vie in 
Denver Displays 


DENVER, CoLO.—Mid-Summer annual 
sales are turning shelves into empty 
spaces for new Fall goods at a most 
successful rate, here, with all shoe de- 
partments of the leading department 
stores as well as the regular shoe con- 
cerns offering all Summer goods at 
greatly reduced prices. 

The scarcity of white shoes during 
the early Summer has modified the 
sales program at many stores, and 50 
per cent mark-downs are not so gen- 
eral this season. To meet the sales 
program in a general way many de- 
partments are compelled to offer Fall 
styles at all possible reductions to meet 
a sale demand. 

At the May Co. department store, 
1473 pairs of white, principally, are 
being offered at half price. At the Den- 
ver Dry Goods Company clearances of 
whites are boosted by special offerings 
at half price of several Fall numbers. 

Reduction in sales prices is consider- 
ably modified at the Fontius Shoe Co. 
and at Broadhurst-Young, Inc., as well 
as at the Gano-Downs shoe department, 
where prices are more conservative in 
mark-down, and only the ultra styles 
are available at their customary 50-50 
mark-down. Here also clearance of 
Summer stock is boosted by attractive 
reductions in shoes adaptable for Fall 
Wearing. 


Who Knows These Shoes? 


Chicago police have requested the 
assistance of BOOT AND SHOE RECORDER 
in their efforts to identify a young 
woman who committed suicide there 
June 25. She wore white open-design 
slippers marked “Ince Fashion Foot- 
wear” and with the following numbers 
stamped inside: 075—6784—41—125. 
She is described as 5 feet, 8 inches tall, 
weight 135 pounds, blue eyes, henna 
brown hair, and wore a bluish gray 
suit, size 14 or 16, with white blouse 
trimmed with blue buttons, white gold 
wedding ring, size 6, orange blossom 
design. 

It is requested that any person who 
can supply any information regarding 
the shoes described above, where they 
were manufactured or purchased, or 
other facts that might be useful in 
establishing identification, communi- 
cate with John L. Sullivan, Chief of 
Detectives, Chicago Police Department, 
Chicago, IIl. 


Fashion Bootery in New Store 


SPOKANE, WASH.—The Fashion Boot- 
ery, W. 915 Riverside, July 7, opened 
its remodeled quarters with an exceed- 
ingly smart new front and interior. 

“The Fashion Bootery, 10 years in 
Spokane, where the fourth store of 
the company was launched, has en- 
joyed such success here, that the new 
store has been made the equal in ap- 


pointments to the finest of the com- 
pany’s Coast stores,” R. Kohnke, man- 
ager, said. “The enlarged space with 
a basement will afford opportunity to 
double our inventories.” 

Mr. Kohnke said business for the 
first six months of this year had shown 
a substantial gain in volume over 1936, 
and he looked for the next six months 
to record a larger advance. 

Fashion Bootery, Inc., now has 11 
stores in Washington, Oregon, Cali- 
fornia and Utah, after starting with 
one in Seattle, where the home office 
is located. At the head of the organi- 
zation are Joseph and Jack Porad, of 
Seattle. 


Northwestern Names 


Convention Dates 

MINNEAPOLIS, MINN.— The North- 
western Shoe Retailers Regional Asso- 
ciation have set the dates for their 
annual convention-exposition which 
will be held next year at the Hotel 
Radisson in this city, on January 9, 
10, 11, 1938. 

The exhibit fee has been set at $15 
and all reservations are to be made 
through the office of H. S. McIntyre, 
secretary of the association. None will 
be accepted by the hotel direct. 

Eight floors of the hotel have been 
taken over by the association for the 
period of the convention and already 
about 40 display reservations have been 
booked. 
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Ome sfomiton (f t 


CONCERNING 


National Men’s Shoe Week Radio Broadeasts 
And Your Participation in Them ......... 


As announced in previous issues Boot and Shoe Recorder is con- 
sidering preparing two fifteen minute radio broadcasts for use by 
you as an individual merchant or as groups of merchants during 
National Men’s Shoe Week. In the questionnaire below, question 
No. 6, it should be understood that the $15.00 charge is a mechan- 
ical charge for striking discs and does not underwrite any of the 
original production cost, which is a contribution of Boot and 
Shoe Recorder to National Men’s Shoe Week. 








COUPON 
National Men’s Shoe Week Radio * This is not an order, but a survey 
Promotion to determine the practicability of 
Boot and Shoe Recorder this radio presentation. 


239 West 39th St., New York 

I. Would you, as an individual merchant, use a full fifteen minute program? 

2. Could you arrange a local group of merchants to use such programs?............ 
sige’) SA dines giao etek + eamaaatets EO A ET re -nk 5 Sata eke Halce 4h ea cb 

3. What are the call letters of your local radio station? ......................44. 

Se What te Gea meaner ome iain «65 ess 8S Cahn i854 He Swe Hi DS 

5. Would you prefer general fashion content with spot announcement on National 
Men’s Shoe Week or would you prefer to feature National Men’s Shoe Week with 
mh Cerio GAR S B ES, OPER Ee ROE OEE. BR FES 

6. Would you be willing to pay, as an individual, or as a group (where groups are 
going to be organized) a total charge of $15.00 for these two recorded programs.* 











BOOT and SHOE RECORDER 


The Great National Shee Weekly and Sponsor of National Men’s Shoe Week. 
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Ready Now! Superior Grades of Selected 


GOLD ano 
SILVER KID 


Ih Lop Grades, for 
Finest Shoe-Making 


od 


Gold and silver kid of extreme suppleness 


eZ 


and sheen are expensive to develop, difficult 


. 
a. 


to perfect. Two years of trial and error have 


4) 


gone into the making of these super-fine, 


: 
pest 


super-selected skins. Now we have achieved 


.¥ 
ae 


a quality that can be compared only with 
the choicest in the world. It is available 
on kidskin and cabrettas, in medium as well 
as top grades, for manufacturers who will 


use only the best skins the market affords. 


ee 


Ze 


Siok LtNOG DIVISTON 
ALLIED KID COMPANY 


209 South St., Boston Mass. © 101 Gold St., New York City 


~¥F 
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Fall Stocking Colors 
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[CONTINUED FROM PAGE 16] 


hosiery have been so strong that the 
tendency is to show them first to every 
customer. Coppery stockings are smart 
with black, blue, clear gray, green, rust, 
dark or yellow brown, but all wrong 
with rosy browns, taupes or wine reds. 

The following are official hosiery 
colors, as presented by the Textile Color 
Card Association, in cooperation with 
the National Association of Hosiery 
Manufacturers: 

BURNT SUGAR... a glowing light 
brown. Much stressed in sheer versions 
as a new high fashion shade of lively 
brown having a warm rosy cast. Blends 
closely with the costume color of the 
same name. Also smartly worn with 
costumes in other reddish or rosy 
browns, notably the rich mahogany 
tones, vintage shades of brownish cast, 
as the “currant wine” type, rosy rust 
and coppery tones and greens. Ex- 
tremely chic with black ensemble. 

BURNT SuGaR is a perfect complement 
to the important Acajou Red, or ma- 
hogany tone, in shoes. Also keys smart- 
ly with Red Cedar, Marine Blue and 
black shoes. 

BLUSHGLO ... a sun fone of blush 
cast. This new sun shade of soft blush 
cast is especially smart as a lighter 
complement to formal afternoon and 


evening clothes. Blends with beiges and 
light browns of rosy cast and also goes 
with a wide range of blues, light rusts, 
medium bluish greens, rose tones, bluish 
reds, such as the ruby type, and black. 
An important evening color for wear 
with white, pastels, black and spirited 
Pan-American hues. Much favored, too, 
as a cruise color. 

BLUSHGLO is distinctive with more 
formal shoes in black, Coffee Brown, 
Oakbrown, or Acajou Red. Also a fash- 


ionable evening color with sandals in 


silver, gold and rich metallic fabrics. 


RIO...arich hue of rosy undertone. ' 
Expresses the important new style ten- | 
dency in animated hosiery shades of ' 


rosy cast. Keys with costume browns 
of rosy tonality, especially the mahog- 
any gamme, as well as with brownish 
wine tones, greens, particularly bluish 
casts, and navy. A contrast to black. 
Rio may be worn with Red Cedar, 
Acajou Red, Coffee Brown, Marine 
Biue, Clangreen or black shoes. 
INCATAN ... a warm golden cop- 
per. Emphasized as a very new Fall 
interpretation of the radiant copper 
range. Has considerable fashion pres- 
tige as a rich complement to costumes 
in greens, especially those of yellowish 
[CONTINUED ON PAGE 47] 
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* Dozens of retailers are eliminating the losses resulting from 





broken heel breastings. They have no more refunds to make, no 
more dissatisfied customers, from this cause, when their shoes 
are made with the new revolutionary Breastlock Heels. . . . These 
heels give maximum security . . . increased value . . . assure cus- 
tomer satisfaction . . . cost no more than full breasted Louis or 
Continental heels on most shoes. 


To get these sales-saving advantages . . . specify Breastlock Heels 


on your orders to your manufacturers. 


* 
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ON YOUR 
ORDERS 





F. W. MEARS HEEL CO. 
140 Federal St., BOSTON 


Affiliated, Dominion Wood Heel Co., 
Montreal and Quebec, P. Q. 


Factories at Lawrence, Mass., Conway, 
N. H., Auburn, N. Y., Columbus, O., 
St. Louis, Mo. 





Fall Stocking Colors 


[CONTINUED FROM PAGE 46] 


cast, warm tans and browns, vibrant 
rust and coppery shades, navy, black 


-and gay sports hues. 


INCATAN goes smartly with lively 
leather tones like Cubana, Oakbrown 
and sporty Scottish Clan Colors, as 
Highland Blue, Clangreen and Tartan 
Gold. Also a dashing contrast to the 
Marine Blue or black shoe. 

ANDES ... a subdued light brown. 
Because of its neutral qualities, this 
versatile new color has wide use for 
general wear with Fall costumes in the 
smart purplish grape and plum shades, 
vintage reds, including the “Currant 
wine” version, restrained browns, such 
as the “Brown smoke” type, grays, 
blues in the navy, violet and grayish 
tonalities and especially black. 

ANDES keys properly with Coffee 
Brown, Marine Blue, Scone Gray or 
black shoes. Also a good neutral com- 
plement to the Acajou Red shoe. 

CARIB ...a radiant coppery tone. 
This rich coppery hue with a rosy glow 
enjoys continued favor, as it correctly 
complements many new costume shades 
for early Fall, including rust and cop- 
per tones, greens, warm browns and 
beiges, navy and other blues, black and 
animated Winter Sports Colors. Very 
smart with evening gowns in pastels, 
white, black or the brilliant Pan-Amer- 
ican Colors. Also excellent for cruise 
wear. 

CARIB is appropriate with shoes in 
Oakbrown, Cubana, Red Cedar, Marine 
Blue, black or swagger sports shades 
in the Scottish Clan group, as Clan- 
green and Highland Blue. Also an im- 
portant color for evening wear with 
the gold or silver slipper. 

CAFE CLAIR ... an animated light 
brown. Retains its strong style posi- 
tion of the past Winter, because it 
keys smartly with fashionable new cos- 
tume tones of warm brown, including 
the rich coffee type, rust shades of 
brownish cast, darker greens of bluish 
or yellowish tonality and black. Espe- 
cially adapted to sheer types. 

CaFE CLAIR is effectively worn with 
Coffee Brown, Oakbrown, Clangreen or 
black shoes. 

AVENUE ... a medium neutral 
beige. This popular tone is again rec- 
ommended for early Fall wear, because 
it is correct with many new costume 
shades, including neutral browns and 
dark beiges, greens of all types, navy 
and medium blues, light wine tones and 
other reds, grays and black. 

AVENUE may complement Coffee 
Brown, Marine Blue, Highland Blue, 
Clangreen, Scone Gray or black shoes. 

SMOKETONE ... a medium taupe 
gray. Continues its wide acceptance for 
general wear with costumes in the vin- 
tage range including the “rubywine” 
and “red currant” renditions, purplish 
shades such as the “pressed grape” and 
“blue plum” types, navy and other sub- 
dued blues, grays and black. 

SMOKETONE may be worn with black, 
Marine Blue or Scone Gray shoes. 





































Wherever supple leather footwear is 
needed for active feet, whether for 
football, baseball and track, or for 
pounding the pavements in today’s 
hard, competitive sales’ jobs, Kangaroo 
will always be “tops”. Because Kanga- 
roo, genuine Kangaroo, makes for foot 
happiness and foot health. 17% strong- 
er, weight for weight, than any other 
leather, comparative weights of Kanga- 
roo are strong, long-wearing and yet as 
pliable and comfortable as fine kid. 
Feature shoes of Kangaroo for active, 
well-dressed men. Get in on the prof- 
its that retailers are making with this 
finer footwear. 


GENUINE 


KANGAROO 


TANNED IN AMERICA BY 
SURPASS LEATHER CO. 




















RicHARD YOUNG co. 
| ZIEGEL EISMAN & C0. 
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stand that corrections, can be made and proper “align- 
ment can be sustained, normalcy will be the result-and 
the present deplorable waste of energy will be mini- 
mized. We recognize and believe that along with cor- 
rect treatments by specialists such as ourselves, correct 
shoes will help remove lots of the trouble.” 

The importance of shoes and their correct fitting in 
the minds of those specialists is emphasized by the fact 
that nearly all of the 22 speakers who gave special 
addresses, mentioned shoes in one respect or another. 
Several of the speeches were devoted entirely to a dis- 
cussion of shoes and their fitting. 

Two of the speakers gave mute evidence of the effects 


ai| of ill-fitting shoes through illustrations and actual ex- 


amples. Dr. William A. Ellis, in a talk on “The Worn 
Shoe and Its Story” showed bout 40 shoes, some of 
which were badly worn, somé ‘poorly constructed and 
others badly fitted. With: these he showed illustrations 
of injuries their wear caused. S. J. Brouwer, a layman 
who has his own store in Milwaukee, talked on “Misfits: 
Is It the Shoe or the Foot?” and: also showed actual 
examples of poorly fitted shoes. It is his contention 
that since many such serious diseases as rheumatoid 
arthritis can be traced to the feet, it is absolutely essen- 
tial to have a shoe of the correct shape in order not to 
disturb the circulation. In cases of such serious diseases, 
treatment for improved circulation must begin with the 
osteopathic physician and have as a follow-up wearing 
of a shoe the shape of which on the inside will allow 
the foot to remain normal in contour and functions. 

“The shoe,” Mr. Brouwer stated, “must have a 
straight line on the inner border so that the great toe 
can lie out straight. The vital but hidden portion of 
the shoe on the inside next to the bottom of the foot 
under the body weight must keep the bones of the feet 
in normal alignment. The osteopath treats the foot 
and breaks up the adhesions, thus releasing the bones 
to slip back into their normal position. Therefore, the 
contour lines on the inside of the shoe under the heel 
and the bones in the instep and bones across the ball of 
the foot must be scientifically correct, so the osteopathic 
treatment will give its maximum beneficial effect. The 
contour lines on the inside of the shoe are determined 
by a wooden last as a foundation, for the body is the 
most vital part of all shoe building. When the last is 
wrong the whole shoe is wrong.” 

Dr. L. P. Ramsdell, of La Porte, Ind., in talking on 
“Our Common Problem,” discussed shoes as the com- 
bined responsibility of shoe men and osteopathic 
physicians. The two groups have a divided responsi- 
bility, he pointed out, and it is necessary for each to 
recognize its own share. 

“The osteopathic physician,” he said, “has made a 
distinct contribution to the foot problem in this phi- 
losophy. A foot whose joints are thoroughly mobile 
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Shoe Men’s Function 


and which has an unimpeded nerve and blood supply 
will be comfortable. And conversely, a rigid foot whose 
sensitive nerve tissue is interfered with cannot be com- 
fortable. Feet were designed for considerable mobility 
and flexibility, as evidenced by the fact that they con- 
tain the same number of bones as the hands. If for any 
reason, such as strain or improper restraint due to ill- 
fitting shoes, any of the numerous joint surfaces be- 
come painful, nature will try to solve the problem by 
trying to immobilize the joint. This failure of any por- 
tion of the foot will cause a failure in the mechanics 
of the foot. The failure of any part of the foot to move 
normally causes points of abnormal pressure with re- 
sultant formation of callus or painful pressure points. 
This leads to contraction of foot structures and conse- 
quent impaired circulation, with the accumulation of 
tissue fluids leading to swelling, burning, tenderness and 
abnormal sensations. 

“Tt is the osteopathic physician’s work to restore nor- 
mal action to the foot, to free the circulation and nor- 
malize structures. In order to accomplish this and to 
make his work lasting, he will need support from the 
shoe men in the form of properly fitting shoes. That is, 
shoes that fit the entire foot, soles as well as uppers. 
The word corrective shoes is coming to have a definite 
meaning—a different meaning than it did a few years 
ago. We have quit looking for a shoe that, by virtue 
of some trick or gadget will correct the foot. Instead, 
we are asking for a shoe that will permit the foot to 
function freely and normally, and thus derive maximum 
benefit from the corrective work. Our first request will 
be for a conscientious effort in fitting both in size and 
form. 

“Our major problem is not shoe construction, because 
if the threat of the sales department could be removed, 
it would not take very long to agree on the proper 
construction of the shoe. The problem is one of educa- 
tion of the buying public to a point where they will buy 
what is good for them instead of what they like. 

Speaking also on the subject of the relation of the 
shoe man and the osteopathic physician, S. E. Lein of 
The Walker T. Dickerson Company, stated: “in con- 
tacting a number of stores throughout the United States, 
it was not unusual to. find that they were not working 
with any osteopath in their locality or even realizing 
that they were in a position to take care of a number 
of foot troubles. The fault does not lie entirely with 
the stores. I feel that the doctor is also at fault be- 
cause he has not educated the shoe man and made him 
familiar with osteopathy as well as his knowledge of 
foot treatments. In fact, I would not care to send any 
of my customers to a doctor unless he had shown or 
proved to me that he was in a position to perform a 
service that would satisfy everyone concerned. There- 
fore, I believe that every doctor should visit his shoe 
man and make him more familiar with his method of 

[TURN TO PAGE 60, PLEASE] 
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AMERICAS AYO LARGEST 
commen T nama 
Profit 


for the 
Merchandiser 


Comfort 
for the 
Customer 


To a “dude ranch” rider, a most important cus- 
tomer to you, the essential feature of a 1iding 
boot is its comfort. Here is a low-priced Good- 
year Welt Cowboy boot which combines comfort 
with a low price by means of a clever lapped 
seam construction. This construction insures 
comfort by making the boot light and flexible. 
In-Stock for immediate shipment in Mens, 
Women’s and Boys. 


MEN'S $5.25 BOYS’ $4.50 


Men's 10-inch Opera /@ 
Cowboy Boots. Stock f 
No. 311 in Black Elk. jm 
Stock No. 312 inj 
Brown Elk. Sizes 5 to 
li—C & E. 


Same Styles in Boys’ 
Sizes. Stock No. 211 
in Black Elk. Stock No. 
212 in Brown Elk. Sizes 
| to 5!/,-—D. 


KIRKENDALL BOOT COMPANY 
OMAHA - - - NEBRASKA 


Kirkendall Boots are Manufactured Entirely Within the Kirkendall Fac- 
tory by Kirkendall Skilled Boot Workers, America’s Largest Exclusive 
Boot Factory. 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, JULY 17, 1937 


NATIONAL NEWS 





Wage-Hour Bill Exempts Local Retailing 





But Definition of Term Is Left to Labor Standards Board, 
Provided for in Measure, So Effect Is Doubtful 


WASHINGTON — Somewhat simplified 
and stripped of many objectionable fea- 
tures, but still regarded by many as far 
too complex for smooth administration, 
the Black-Connery wage and hour bill 
as reported to the Senate by the Educa- 
tion and Labor Committee is a subject 
for speculation in retail circles. 

While apparently exempting from its 
provisions persons employed in a “local 
retailing capacity,” that term is sub- 
ject to definition by regulations of the 
Labor Standards Board which would 
be set up under the bill. Hence, depend- 
ing upon the interpretation of the 
board, the bill could conceivably exempt 
hundreds of thousands of retail em- 
ployees. But there is no definite indi- 
cation that that will be the case. 

Exempted without reservations are 
seamen, railroad employees except 
those in the lowest brackets, fisher- 
men and all agricultural workers. 

At least some of the discretionary 
power given the administrative board 
in the original draft has been removed. 
For example, power to vary basic legis- 
lative standards for wages and hours 
has been eliminated. Instead, the new 
draft sets a minimum wage of 40 cents 
per hour and a maximum work week 
of 40 hours as the accepted standards 
for the entire country. Variations be- 
low these standards would be within 
the scope of the board’s power to grant. 

Fixing of definite wage and hour 
standards and limiting the field of the 
board’s power was believed the result 
of conferences with the Justice Depart- 
ment, which is understood to have ad- 
vised against granting too much dis- 
cretionary power to avoid the old NRA 
stigma of unconstitutional delegation 
of legislative authority. 

In the field of higher wages and 
shorter hours, collective bargaining 
mechanism presumably would function. 
Abandoning this field is a concession to 
organized labor although industrial 
spokesmen were also hostile to the pro- 
vision which would have given the 
board jurisdiction. 





DATES TO REMEMBER 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
h ocsamaa Penn Hotel, Pittsburgh, 
Wackebestuvenes July 18, 19, 20, 1937 
Monihiy Shoe Buyers’ Day, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill.. July, 19, 20, 1937 
Annual Outing Buffalo Shoe Retailers 
Association, Oriole Park, Buffalo, 
EC Beis eck vewcsteaucews August 11, 1937 
Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 
September 9, 10, 1937 
New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 
Oct. 3, 4, 5, 1937 
Spring Style Opening Shoe Fashion 
uild of America, Hotel Biltmore, 
New York November 1, 2, 3, 1937 
National Shoe Fair, Hotel Stevens, 
Chicago, Il Jan. 3, 4, 5, 6, 1938 
Northwestern Shoe Retailers Re- 
gional Association Annual Conven- 
tion-Exposition, Hotel Radisson, Min- 
neapolis, Minn...January 9, 10, 11, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention. Ben- 
jamin Franklin Hotel, Philadelphia, 
|. a ee January 16, 17, 18, 19, 1938 
Texas-Oklahoma Retail Shoe Dealers’ 
Association and Southwestern Shoe 
Travelers’ Association Joint Annual 
Convention, Fort Worth, Texas 
January 17, 18, 19, 1938 





Although no Southern wage differ- 
ential is recognized as had been urged 
by Southern industrialists, the rewrit- 
ten bill provides that the board may 
classify employers, employees and em- 
ployments “according to localities, the 
population of the communities in which 
such employment occurs, the number 
of employees employed, the nature and 
volume of the goods produced and such 
other differentiating circumstances as 
the board finds necessary or appro- 
priate.” 

[TURN TO PAGE 54, PLEASE] 


Early Indications Promise 
Successful Tri-State Show 


PITTSBURGH, PA.—The Tri-State Shoe 
Mart has caught on like wildfire with 
exhibitors pouring in from every part 
of the country, making this one of the 
outstanding Style Shows of the year. 

Over one hundred and fifty exhibi- 
tors have already shown their willing- 
ness to attend, which will create in 
Pittsburgh a major shoe-buying center. 

At the banquet on the evening of 
July 20, at which we expect an atten- 
dance of over eight hundred, our guest 
of honor and principal speaker of the 
evening will be the Hon. Cornelius D. 
Scully, Mayor of the City of Pitts- 
burgh. 

Many of the outstanding people con- 
nected with the shoe industry will also 
attend. The Pennsylvania Shoe Trav- 
elers Association is proud of its un- 
dertaking and extends an invitation to 
all shoe men to attend this show. 


Shoe Club to Hold Golf Outing 


New York—Wednesday, July 21, 
marks the date of the Shoe Club’s 
annual golf tournament and outing. 
This affair will take place at the Fen- 
way Country Club, White Plains, N. Y. 

The entire facilities of the Fenway 
Country Club are to be available this 
day to the members of the Shoe Club. 
Swimming, tennis and soft baseball 
comprise the list of activities outside 
of the golf tournament. 

Members will meet at the club rooms 
in the Hotel McAlpin at 9.30 a. m. 
and from there automobiles, contributed 
by club members, will transport the 
crowd to White Plains. 

The outing committee handling the 
affair is composed of Ben Barnett, Ark- 
wright, Inc., chairman; Ronnie Mermel- 
stein, Devine & Yungel; Irving Fife, 
Allied Kid Company, and Sam 
Schwartz, Schwartz & Benjamin. 


L. A. Miller on Vacation 


DAYTON, OHI0O.—Louis A. Miller, head 
shoe buyer, Elder. & Johnston Company, 
left Juiy 11 for a three-weeks’ vaca- 
tion at Prudenville, Mich. "efore he 
left he said that he was going to “get 
in a lot of fishing and golf” in the 
land of pine trees. 
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Merchants and Manufacturers 
Endorse Men’s Shoe Week 


[CONTINUED FROM PAGE 18] 


“I believe there would be consider- 
able advantage in working on men’s 
shoes on this basis. If some extra ef- 
fort was put on the men’s selling by 
Aug. 15, no doubt the results would 
not only be some extra business ob- 
tained in August, but it would carry 
through and still be effective early in 
September, and throughout the season.” 

B. L. WALES, Manager, 
M. N. Arnold Shoe Co. 


* * * 


“We think the plan outlined in your 
letter is very good, and we think every 
reader of the BooT AND SHOE RECORDER 
will read, and put into effect, the plans 
backed by your publication.” 

E. M. Scarbrough & Sons. 


* * * 


“We wish you success in your under- 
taking and will say that you can depend 
on our cooperation in regard to the date 
set for the Fall opening.” 

M. W. MYERs, 
Sheppard & Myers, Inc. 


* * * 


“We will gladly cooperate in this 
campaign and want you to feel that 
same has 100 per cent support from 
us.” 

The C. & H. Shoe Co. 


* * * 


“Answering your recent letter rela- 
tive to a Fall promotion on men’s shoes, 
will say that I am thoroughly in accord 
with your plan.” 

W. T. Cain, Princeton, Il. 


* * * 


“T think your move is a good one. 
And I believe that if the merchants will 
cooperate that a promotion of this kind 
will stimulate the men’s business. I 
will appreciate any help you can give 
me.” 

ROSCOE GRIFFIN, 
Griffin Shoe Co. 


* * * 


“The campaign you outlined in your 
letter to assist retailers in the construc- 
tive promotion of men’s shoes and make 
the American men more shoe minded, 
is a very brilliant idea and here’s wish- 
ing you the best of success.” 

Harry Topp, Bond Clothes, 
Columbus, Ohio. 


*- * * 


“Regarding the plans you are making 
to really put over men’s shoes this Fall, 
we will be glad to see you start this 
promotion and I am sure we want to 
tie in and work with you in every way 
possible. Won’t you keep me posted as 
to your plans?” 

A. G. WuitTE; Advertising Manager, 
Brown Shoe Company. 
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Hot Weather Stimulates Shoe Sales 





Creates a Big Demand in New York for Whites and for 
Sandals with Open Toes and Heels 


NEw YorkK—Few New York stores 
experienced any letdown in sales be- 
cause of the extremely hot weather last 
week. On the contrary, some of them 
reported that the heat seemed to stimu- 
late the buying of white shoes and of 
open-toed and open-heeled sandals, 
which, most buyers agreed, would hold 
over until early Fall. 

An excellent white season was re- 
ported by McCreery, Lord & Taylor 
and Arnold Constable, all on Fifth 
Avenue. Arnold Constable has enjoyed 
the best season in white shoes that the 
store has experienced in several years. 
A special $4.90 promotion also brought 
in very good returns on Tuesday and 
Wednesday of last week. 

White linen and white buck step-ins 
and oxfords were reported as being 
exceptionally good sellers by McCreery, 
with spectator types in brown and 
white, solid white, and black and white 
combinations doing a gratifying bus- 
iness. J. Byrnes, buyer of the moder- 
ate priced department at Arnold Con- 
stable, found spectator types good and 
all-white very popular in dressier type 
shoes, while Mr. Pike, buyer of the 
higher-priced department of the same 
store, found that most of his white 
volume was centered on solid white 
shoes. A 

Altman’s was promoting Summer 
sandals with open heels and toes in 


both solid and multi-colors with great 
success. These sandals, which have 
low heels and are available in a num- 
ber of interesting patterns for all Sum- 
mer occasion, retailed from $3.95 to 
$8.95. McCreery finds many-colored 
Paisley and flower prints selling well 
in open-toed sandals. Arnold Con- 
stable held that it is a questionable 
matter whether multicolor will carry 
over until Fall. Mr. Byrnes was of 
the opinion that this style was taken 
up a little ahead of its time, and that 
the public would not be ready to en- 
dorse multicolor wholeheartedly until 
next Spring, when it should enjoy an 
extremely successful season. 

An early and extremely good suede 
season in black, brown, green, and 
burgundy is predicted for Fall in high- 
throated pumps, high-riding oxfords, 
and step-ins, both high and low, in 
dressier types. Buckos and Ruffits are 
considered good prospects for sports 
and school shoes. One of the Fifth 
Avenue stores reported that, although 
it is early for Fall business, there has 
been a decided demand for dark shoes, 
particularly suedes. This same store 
was of the opinion that suedes would 
comprise at least 90 per cent of their 
Fall business. It is predicted that heel 
heights will run from 18/8 to 22/8 in 
dress shoes and from 12/8 to 16/8 in 
sports and walking shoes. 





Colors Selling Down South 


MIAMI, FLA.—From the many shoe 
shops along Flagler Street come re- 
ports of the footwear that is building 
up Miami’s latest shoe news. Few shoe 
stores in the country are visited by a 
more cosmopolitan group of customers 
than the shops in Miami, because one 
of the first things a tourist is likely to 
do upon reaching here is to buy shoes 
and what they take home from Miami 
must be new enough to be accepted 
elsewhere. 

Burdine’s has had phenomenal suc- 
cess with a Cuban heel suede with 
white patent trim known as _ the 
Franchette. This shoe is popular in 
blue, black or green suede with white 
patent trim, or in all white and white 
with brown. 

At the new Mark’s Store we find the 
style story in staccato, gay notes on 
Miami footwear fashions. It is a color- 
ful picture here and fabrics are very 
prominent. A dashing high-cut sandal 
with open toe and high heel in blue or 
brown linen with white patent trim has 
been outstanding. So has a chic Zig- 
Zag strip sandal in several colors. 

“Very cooly yours,” says Nankins 
when offering their Cabana Six. This 
has been a ruling favorite throughout 
‘tthe Spring and Summer period. Dainty 
flower-like perforations creep up the 


high instep. It is offered in gray, tan 
or white. 

At Cowen’s where they say, “If we 
have it, it is five months ahead of the 
nation,” they have been doing a volume 
business in multi-colors. Particularly 
beautiful is an open-toe and heel of- 
fered in a multitude of colored suede 
strips, braided in basket pattern. An- 
other multi-colored sandal shows a 
stitched leaf pattern on a black face 
in linen shantung with open toe and 
heel. New phantom blue kid has been 
a good color in walking shoes. 

Butler’s have been featuring Sun- 
land sandals in multi-colored suedes and 
prints and they have sold well. 

At Baker’s multi-colored prints have 
been leading in spectator types. Again 
the open-toe sandal is to the front. 

Raymond-Ward has had considerable 
success with tropical sandals in multi- 
colors as well as in all-white. This is 
a popular price store with a high fash- 
ion note to their shoes. 

A. S. Beck reports a decided success 
in multi-colored leathers in sandals. 
Multi-colored prints and Persian pat- 
terns have also been verv good. Every 
trend, motif, color and fabric is offered 
and the striking blends of red, green, 
yellow, blue and white have been well 
received. 

Practically every store is offering 
matched bags. 


All-Whites Lead 
in Louisville 


LOUISVILLE, Ky.—In spite of a late 
Summer and the month’s enforced idle- 
ness caused by the flood, Louisville shoe 
merchants report satisfactory business 
and substantial increases in sales over 
last year. Better grades are also in 
demand, the percentage of sales leaning 
toward the higher price brackets. 

Fowler’s Bootery is selling all-whites, 
sandals and many sport models with 
lower heels, as women are becoming 
educated to the fact that they can com- 
bine comfort with style and they want 
both. 

Kaufman’s shoe department said cus- 
tomers were buying conservative styles, 
oxfords and straps, while the younger 
element went in for open types and 
sandalized models. 

Byck’s also found white the leader, 
thought they sold many pastel types, 
but the buying of white shoes had been 
for a longer period than usual this 
year, a condition present in a number of 
stores. Open-toed shoes have had a 
greater run and in the opinion of Mr. 
Price, manager, they will be even more 
popular next year. 

Mr. Van Hosen, of Crutcher & Starks, 
has enjoyed good sales with a plain-toe 
white elk with tan calf saddle and red 
rubber sole. These he predicts will be 
the Winter college shoe as the craze 
for them has struck the Middle West 
and young collegians are going in for 
them in a big way. 

Mr. Van Hosen finds it a tremendous- 
ly big year for ventilated white shoes 
and has-had a good demand for the tan 
and white combinations. 

Hanover Men’s Shoes sell 95 per cent 
white and find it difficult to keep in 
sizes, 

The Baynham Shoe Company’s cus- 
tomers want open-toed sandals. Tan and 
white and sport shoes are extra good 
sellers. 

Forsythe’s sell every type—whites, 
colors. 

At Besten and Langen there has also 
been a call for the open-toed types in 
white, colors and white combinations. 
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A division of L, B, Evans’ Son Co. 
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Wage-Hour Bill Exempts 
Local Retailing 
[CONTINUED FROM PAGE 51] 


Taking cognizance that any “abrupt 
change” might “do serious injury” to 
both workers and employers in elimi- 
nating substandard wages and hours 
from interstate industry, the revised 
measure provides for open hearings and 
specifies definite factors to be taken 
into consideration before wages and 
hours are fixed. Senator Walsh, Demo- 
crat, of Massachusetts, expressed the 
view that safeguards in the new mea- 
sure would assure a minimum of. dis- 
turbance and dislocation, and that the 
board would proceed slowly and cau- 
tiously in promulgating its orders. 
Employers who, under the previous 


draft would have been exempted be- 
cause of employing a limited number 
of workers, would not be exempt under 
the revised bill. No number had been 
specified but suggestions ranged from 
10 to 25. 

Also differing from the former draft, 
the revision makes the appointment of 
advisory committees mandatory. This 
was one of the changes urged by the 
American Retail Federation. Advisory 
committees, which under the original 
bill would have been named only if 
deemed desirable, would be composed of 
representatives of employers and em- 
ployees in equal numbers plus several 
impartial and distinterested persons, 
and would be consulted by the board 
before the final determination of wages 
and hours. 

That the ghost of the former Blue 
Eagle, now dead these many years, was 
hovering around the committee cham- 
ber, there seems little doubt. Members 
wrote into the bill a provision making 
a compliance certificate optional with 
the board. Seasoned observers say there 
is little doubt that the five-man board 
would attempt to bring back a re- 
vitalized Blue Eagle or.similar symbol, 
not merely as a token of compliance but 
to publicize the program. 

There is every indication the House 
Labor Committee has its own ideas 
about revising the bill. If that com- 
mittee wrangles over the measure as 
the Senate committee is reported to 
have done, and if the wholesale objec- 
tions directed at the measure at the 
recent public hearings are to be re- 
garded as a criteria, then the bill’s 
future, even after further revision and 
simplification, is decidedly uncertain to 
say the least. 

Most observers see little hope for 
action on any legislation while the 
Supreme Court measure is receiving 
the attention of the Senate. After that 
is disposed of, it may be too late. 

Even if the bill does pass, wages and 
hours fixed by the board would not be- 
come effective until 120 days thereafter. 
In other respects the board could func- 
tion immediately upon appointment. 





Date Set for Northwestern 
Travelers Fair 


MINNEAPOLIS, MINN. — August 1 
marks the opening of the second 
monthly Shoe Fair at the Hotel Radis- 
son, here, under the sponsorship of the 
Northwestern Shoe Travelers Associa- 
tion. 

Several lines have already been 
booked for display space and it is ex- 
pected that at least 40 will be open 
for the event, which is concurrent with 
the semi-annual Twin City Market 
Week, an event which brings more than 
1000 retailers from six states of the 
Northwest to Minneapolis. 

All lines will be open August 1 and 
2, while many will remain for the five 
days of the Market Week period. Re- 
tailers will find this an excellent op- 
portunity to inspect, compare and place 
orders for Fal] shoes. 
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Every possible step has been 
taken to make these Ideal 
Flexible Hard Soles (2'to 8 sizes) 
the finest children's shoes possible 
to produce. They represent the 
progressive development of 25 
years of experience, plus the as- 
sistance of many foot specialists 
through our Department of Med- 
ical Cooperation. 


These little shoes will add to the 
volume and reputation of your 
Juvenile Department. 


_ MRS. DAY'S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 
EES 








The outlook for the best crop in 
years in the Northwest is expected to 
result in a banner attendance of mer- 
chants and the most active buying in 
at least six years. That the farm in- 
come from current crops will be at 
least three times that of recent years 
seems assured now, according to agri- 
cultural and grain authorities. 

The Shoe Fair is open to all shoe 
manufacturers and_ shoe _ travelers. 
There is no exhibit, fee. All that is 
necessary is to write Jeff Larson, pres- 
ident of the Northwestern Shoe Trav- 
elers Association in care of Hotel 
Radisson, or direct to the hotel manage- 
ment, asking for a room reservation 
for the period of the fair. 


C. C. Tarbutton 
Goes to Sibley’s 


BuFFALO, N. Y.—Charles C. Tarbut- 
ton has resigned as shoe buyer for Wii- 
liam Eastwood & Sons Co., to become 
shoe buyer for Sibley, Lindsay & Curr 
Co., of Rochester. For the last two 
years Mr. Tarbutton has been associ- 
ated with the Eastwood store here and 
also has served as shoe buyer for J. N. 
Adam & Co., of this city, a unit of the 
chain operated by the Associated Dry 
Goods Corp., of New York. In his new 
position Mr. Tarbutton will buy shoes 
for both the basement and upstairs <e- 
partments on the third floor of the 
Rochester store. 
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THE RACINE SHOE MANUFACTURING CO., RACINE, WISCONSIN 


Manufacturers of Men’s Fine Shoes to Retail $4 to $10 





. Waterbury & Son 


Increase Wages 


BROOKLYN, N. Y.—S. Waterbury & 
Son Company, manufacturers of in- 
fants’, children’s and misses’ shoes, 
have advanced the week and piece rates 
of their employees approximately 5 per 
cent beginning July 1. This move was 
satisfactory to their employees, num- 
bering about 180, who have enjoyed 
fairly steady employment for the past 
several years. 

In common with other companies, 
they were forced to reduce wages dur- 
ing the period from 1930 to 1932. The 
present increase is. a partial restora- 
tion of the reductions made during that 
period and is the second of ‘its kind, 
the first one of a like amount being 
made in 1934. 


Salvage Shoe Cartons 


Lynn, Mass.—A plan for saving 
shoe boxes and renovating them is be- 
ing worked out here. A renovating shop 
has already been started. 

The general plan is for the store to 
Save its boxes, instead of burning them 
or selling them to the junkman. A 
truck picks them up, takes them to the 
renovating factory, which cleans, 
presses and re-labels them, the re- 
labeling being according to the require- 
Ment of the shoe manufacturer who 
buys them. 





KINNEY. 


Kinney’s Newest Shoe Store 


New York—The G. R. Kinney Com- 
pany have opened their newest store at 
30-97 Steinway Street, Astoria, Long 
Island. Completely rebuilt within and 
without, the new store is a striking ex- 
ample of the ultra-modern in store deco- 
ration and finish. The front is finished 
in pure white with ebony lettering, 
extending two stories high and the show 
windows, recessed twenty-one feet from 
the front building line, are of the new 
curved plate glass type. 

The interior decorations and fixtures 
are modernistic in trend with natural 
maple woodwork, indirect lighting with 
chromium fixtures, sound-proofed ceil- 
ing, decorative floor covering and mod- 
ernistic chairs upholstered in red leather. 
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The Racine Doctor 
Line For Men.... 


Even more important than flipping a 
coin, is the popular acceptance of the 


Doctor Line. With 


the addition of the 


Doctor Stabilizer for low arches, to the 
well established Doctor Shoe, you have a 
complete set-up. You can now fit all 
types of men’s feet 100% better than ever 
before. A NAME that builds acceptance; 
FEATURES that build a demand; and 


STYLE that builds turnover. 
IS part of this picture. 


And Style 
Smart designs 


over popular lasts combine with the fea- 
tures that build Foot Health for Men— 
and a Merchandising Natural for you. 
May we send you further information or 
have our representative call? 


For 


Arches 


The Doctor Shoe. A two 
piece metal arch support 
combining a rigid mem- 
ber for the transverse 
arch, and a semi-flexible 
member for the anterior 
arch. The bandage grip 
upper completes the snug, 
comfortable fit. 


The Doctor. Sttrhilizer— 
Balanced Control for 
Low Arches features a 
light-weight spring steel 
shank, moulded leather 
oscalsis stabilizer and 
cuhoid balancer. All 
superimposed firmly in @ 
pegged arch. Protective 
and Comfortable. 


For 
Low 
Arches 
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Shoe Exports to Alaska 
Good Despite Strike 


SEATTLE, WAsH.—Despite the bitter 
waterfront strike last year, boot and 
shoe exports to Alaska from Seattle 
held up surprisingly well, as revealed 
by the statistics of the Year Book for 
1937, just out from the offices of the 
Port of Seattle. As against large ship- 
ments of footwear of various sorts to 
Alaska amounting to 77 tons in 1935, 
there were 74 tons shipped during 1936, 
and the amount would doubtless have 
been considerably larger had it not 
been for the strike that tied up the 
entire waterfront along the Pacific 
Coast. 

Growing volume of shoe business be- 
tween the port of Seattle and Alaska 
has been most healthy in recent years 
and is expected to show a large jump 


Obituary 


George T. Cummings 


Boston, MAss.—With the passing on 
of George T. Cummings at his Summer 
home in Scituate, Mass., on the morn- 
ing of July 9, the traveling fraternity 
has lost one of its outstanding gen- 
tlemen. 

After the loss of his brother a few 
months ago, Mr. Cummings attempted 
to continue on his trip, but was com- 
pelled to return home on account of a 
heart affliction, which was aggravated 
through a severe case of the flu which 
he contracted a few months ago. 

Born in South Boston, Feb. 22, 1872, 
he attended the public schools in Bos- 
ton, after which he started on the road 
as a salesman with such firms as 
Faunce & Spinney, Wise & Cooper, 
Churchill & Alden, and at the time of 
his death he was representative in the 
Northwest and the Middle West for 
L. B. Evans’ Son Co., of Wakefield, 
Mass. 

George was well known through- 
out his territory, and was of the type 
that trade depended almost entirely on 
his judgment in the purchasing of their 
lines. Refined, highly cultured, affable 
to all and lovable to those he knew 
and who knew him. 

The funeral took place from his 
late home, 44 Peter Parley Road, Ja- 
maica Plain, on July 12, with church 
services of a solemn requiem Mass at 
the church of Our Lady of Lourdes, at 
which his nephew, the Rev. John A. 
Cummings, of Biddeford, Me., officiated. 

He was a charter member of the Bos- 
ton Shoe Travelers Association and of 
ve National Shoe Travelers Associa- 

ion. 

At the funeral there were many rep- 
resentatives of the shoe trade present, 
and the display of floral offerings gave 
proof of the esteem in which George 
T. Cummings was held. 





during the present year, with renewed 
brisk activity. 

Despite the strike last year, British 
Columbia and the Philippine Islands 
were also better customers then the 
year before, inasmuch as the Western 
Canadian Province imported from Se- 
attle 19 tons of boots and shoes, while 
the Philippine Islands took three tons 
of footwear, as compared to a single 
ton before. 





Bridgeport Retailers Organize 


BRIDGEPORT, CONN.—For the first 
time in the city’s history, shoe dealers 
here have agreed upon a uniform sched- 
ule of Summer hours, according to J. 
T. Olinsky, proprietor of Jax Shoe 
Store, 1249 Main Street, and president 
of the newly-organized Bridgeport Shoe 
Retailers’ Association. Stores are now 
opening at 9 a. m. and closing at 5:30 
p. m., instead of the 8 or 8:30 to 6 
schedule formerly in vogue. The Sat- 
urday schedule remains unchanged. 
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PRE- 
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IN 
STOCK 








Style 500 Patent Leather 
501 Smoke Elk 
502 White ‘“‘ 
504 Brown ‘“‘ 
505 Black ‘* 


A child’s posture depends greatly 
on the proper fitting and comfort of 
its shoes. You, Mr. Retailer, should 
emphasize to the mothers of your 
city that to assure the correct size 
for their children, they should be 
fitted IN your store—and to be 
doubly sure, fitted with Elam’s 
Pre-Welts. The construction of 
Elam’s Pre-Welts is based on 
proper fitting, comfort and sturdi- 
ness—their quality is readily recog- 
nized. Send for our catalogue to- 
day. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 


DISTRIBULTORS 
NEW YORK: 439 Marbridge 
BOSTON: Lane Bros 
NEW ORLEANS: B Rosenberg & Sons 
LOS ANGELES: Boston Shoe Co 
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Officers of the new group, in addi- 
tion to President Olinsky, include the 
following: vice-president, Allen Pate- 
naude, Thom McAn; treasurer, Mar- 
tin Schless, Martin’s Shoe Store; and 
secretary, Abraham Greenberg, Wilson 
Shoe Store. About 20 stores were rep- 
resented at the organization meeting, 
held in the offices of the Bridgeport 
Chamber of Commerce. 

Bridgeport dealers are “holding the 
fort” well on men’s white shoes, and 
there appears no likelihood of an im- 
mediate price break, Mr. Olinsky told 
Boot & SHOE RECcOoRDER. Sales on 
women’s whites were announced by sev- 
eral chains on July 6, however, and it 
appears that “the dam is busted” here 
in that field. Mr. Olinsky said the 
break on women’s whites is regret- 
table, but the situation could be han- 
dled only on a national basis as orders 
for the sales came through from na- 
tional headquarters of several chains. 


P. D. Quist Makes Change 


Los ANGELES, CALIF.—P. D. Quist is 
now manager of the Mullen & Bluett 
shoe department. He has as his assis- 
tant Al Aberson, formerly of Bullocks. 
Mr. Quist has a very wide acquaintance 
in the city, having managed men’s shoe 
departments here for the past thirteen 
years. The shoe department is to be 
enlarged and plans are being prepared 
which will make this one of the most 
active men’s shoe sections in the city. 
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600 ROOMS ‘2 


SINGLE WITH BATH 


DOUBLE WITH BATH..#3. 
32nd. & BROADWAY 





THEY SAY; 
¢ ” 
‘e 2, COMING GOING 


® 
fs oSR IBSON 
e 
000 Rooms WITH BATH FROM? @2l 
[ f f if FW. PALLANT Gen'l. Manager 


R CHICAGO by Harry McEvoy, Hotel Sherman 
nem PITTSBURGH Jy Bothwell & Wamer, Standard Life Bldg. 





Chain Store Efficiency 
records are made available 


to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 
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THAT REFLECT 


Frmishinio, STYLE 


Howell Chromsteel Furniture will give to your 
store that reflection of modernism and style which 
is a first essential of the shoe business. It is dis- 
tinctive in design, color and inviting comfort. 
Send for full color book showing suggested in- 
stallations . . . no cost and no obligation. 


HO IPE] | sricrasss 











THE SHOE BUYING CENTER 
IN NEW YORK 


the crossroads of the trade . . . where 
the season's newest and most significant 
shoe styles are now on display. 


Shop the Marbridge Building for au- 
thentic shoe styles. The showrooms of 
the shoe industry's leading manufactur- 
ers . . . conveniently assembled under 
one roof .. . offer you a splendid 
opportunity to look before you buy. 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING SHOES 
Men’s Women’s Oxfords 
$2.70 $2.60 5¢ less 
Combination Sole 






R 
BROOKS SHOE MFG. CO. 
Swansen & Ritner Sts., Philadelphia 
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Nurses’ Shoes 


6 OO 6 





Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 









Black Kid ” 
Dge 

ms. 205, Qwens SHOE Co. 
test he 28 Goodhue St., Salem, Mass. 








Julian-Kokenge Installs 
Electric Power Plant 


CoLuMBus, OHIO — The Julian- 
Kokenge “Foot Saver” Shoe Company 
has just completed the installation of a 
new $50,000 electric power plant. 

Three mammoth Buckeye Diesels, 
producing a total of 675 horsepower 
and 450 kilowatt hours a day, have been 
installed in a new building adjoining 
the factory. Only two of the Diesels 
are necessary to supply all the factory’s 
needs, the third being merely held in 
reserve for possible break-downs or 
emergencies. 

The power plant was installed, H. D. 
Erk, advertising manager explained, 
because of the complaints of local util- 
ities that they were “unable to carry 
the load,” and proceeded to jack up the 
rates. The factory switched to another 
utility for a while only to have the 
same thing happen again. 

The Diesels supply all of the com- 
pany’s power at six-tenths of a cent 
per kilowatt hours; the city rates were 
two cents per kilowatt hour. “We ex- 
pect,” Mr. Erk continued, “to save 
about a $1,000 a month. In four years, 
the plant will pay for itself.” 
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May Production 
Continues High 


WASHINGTON, D. C.—The latest re- 
port on shoe production for May, 1937, 
released by the Bureau of the Census, 
Department of Commerce, indicates a 
monthly total of 34,990,219 pairs pro- 
duced by the 957 factories reporting 
for the month. This total represents 
a decrease of 12.9 per cent or 5,195,419 
pairs, from the preceding month, April, 
but an increase of 15.6 per cent or 
4,725,868 pairs, over May, 1936. 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MAY, 1087 
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Shoe production during the five- 
month period, January to May, 1937, 
inclusive, totaled 197,351,895 pairs, an 
increase of 19.7 per cent or 32,455,724 
pairs, over the corresponding period in 
1936. 

Increases in production were shown 
in all lines of footwear for the five- 
month period this year as compared 
with the like period in 1986. Men’s 
dress shoes increased 19.8 per cent, 
men’s work shoes, 21.2 per cent; 
youths’ and boys’, 33.7 per cent; wo- 
men’s, 4.2 per cent; misses’ and chil- 
dren’s, 13.8 per cent, and infants’, 22 
per cent. 


Shoemen Have Annual 
Outing in New Orleans 


New Orweans, La.—The Wholesale 
and Retail Shoemen’s Association of 
New Orleans had their twenty-fourth 
annual outing recently at the Happy 
Landing Club House at Seabrook, 
on the shores of Lake Pontchartrain. 
Fifty-six members attended the out- 
ing. 

It was twenty-four years ago that 
the late J. H. Ravin, organizer of the 
Shoemen’s Association, who gave their 
annual outings and night banquet 
every year. After his death Albert 
Ravin and Richard Vinton continued 
to give the annual outings and night 
banquets. 

William Camps, known from coast 
to coast as the Shoe Ambassador, was 
an invited guest at the outing as were 
the following freight agents: H. J. 
Fagot and R. W. Herpich, with the 
Acme Fast Freight; B. W. Cox, H. G. 
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WINNING 
ARGUMENT IS 
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such a smooth, sueded leather at 
such a moderate price that your 
customers can't resist it. All colors 
and white. Fine nap and feel. So 
popular your manufacturer will be 
glad to use it, if he is not already 
doing so. Ask him! 


SLATTERY 
BROS. 


TANNING COMPANY 
210 SOUTH S7. TANNERIES 
BOSTON, MASS. SALEM, MASS. 

















Carew and N. G. Burns, with the Over- 
land Freight Co.; A. A. Sarradet, with 
the Moored Mack Freight Co., and H. 
Reese with the Times-Picayune News- 
paper. ; 

A program of entertainment was pre- 
sented during the dinner and speeches 
were given by various members pres- 
ent. Albert Ravin, the president of the 
association, was the principa) speaker. 
He spoke on good fellowship, stating: 

“The spirit that guides us always to 
better achievements is fellowship. Busi- 
ness without fellowship would lose its 
charm and prove an irksome task in- 
stead of a pleasant accomplishment. If 
these outings to which we have so ar- 
dently bent our efforts will create fel- 
lowships and renew old ones we shall 
not consider our efforts in vain, for 
when the last great Scorer comes to 
score against your name, He writes not 
if you won or lost, but how you played 
the game!” 

John W. Heckman, Jr., followed: 

“We are all met here together to for- 
get about Shoe Leather. For today at 
least, we want to have some fun. Your 
troubles you can bury, just laugh and 
make things merry.” 

Other addresses were delivered by 
William Camps, Henry J. Ravain, H. H. 
Rossenberg, George Olsen, J. H. Duhon, 
R. W. Vinton, C. E. Crasson, Herman 
Guspeli, Winifred Winsberg and H. 
Reese. 

The next affair of the association 
will be a banquet early this Fall. 
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IEVETIIEE 


IIKY Ze Tl] gg ’@ Let's Go To Town .. . 


AUG.28 With Men’s Shoes This Fall 


SEPT.4 
Announcing 


The 
Official 


NATIONAL 
MEN’S SHOE WEEK 
POSTER 
and Display Kit 


DISPLAY MEN 
Your prompt order will be appreciated 
since the initial print order is necessarily 


limited and you will understand that 


ypsrray is the very backbone of this great 


national promotion. To assure community the needs of the entire industry must be 


acceptance for the week and your participation provided for in the final run which 


goes to press August 1. There will be 
no third edition! 


MANUFACTURERS 

By this date you should have received 
card, lithographed in roto brown and Persian your specimen display kit. If you have 
not received them, a postal or a wire 
will bring samples and prices for special 
quantities. 


in it, Boot and Shoe Recorder has prepared a 
display kit for retailers! It includes three official 


posters, four streamers and one mounted counter 


orange in the following sizes: 


Poster 17 x 22 


Counter Card 9 xX 12 National Men’s Shoe Week Promotion 


Boot and Shoe Recorder 
239 West 39th St., New York 


Streamer 22 xX 3 Please Send us National Men’s Shoe Week Display 


Complete Kit Prieed at 82.00 «..-Check (or Money Order) enclosed, or ....Mail C.O.D. 


plus postage. 





BOOT and SHOE 
Please Print Your Name and Address Clearly 
R E Cc @ R pD E R Please Make Checks Payable to Boot and Shoe Recorder 











The Great National Shoe Weekly and Sponsor of National Men’s Shoe Week. 
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keep display shoes 
in saleable shape 
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Fall shoe fashions will be marked by the variety of design details that flare, roll, and curve away 
from the forepart. You can display these shoes, just as they came from the laster’s hands, with “Spring to 


Fit” Fairy Forms. 


SHOE FORM CO., inc. 


Cty Jon Wa Be Sho. ere eee tte / YOR K 


the sample trunk. Used them to meet every display requirement for Fall. 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 


They fit snugly in shoes of every type and size. They’re light in weight . . . ideal for 


Prices on request. 






MONTREAL, CANADA 


Licensed Manufacturing Branches: 


Northampton, England 
Melbourne, Australia 
Paris, France 
Frankfort, Germany 
Mexico City, Mexico 
























foot correction as well as the advantage of proper co- 
operation between the shoe men and the osteopathic 
physician.” 

The great cause of the fallen metatarsal arch is the 
fitting of the foot to a shoe which is too short to ac- 
commodate the length of the great toe, Dr. Mary E. 
Golden, of Des Moines, Iowa, stated in a talk on “Meta- 
‘Tarsal Arch Technique.” This is present, she stated, 
in 90-odd per cent of women, but is not so frequent 
among men. The follow-up care, besides osteopathic 
treatment, which she recommends for this condition of 
the foot, is a sensible shoe with the metatarsal arch, 
either padded in permanently or made to slip in the 
different shoes the patient may wear. She states: “This 
pad should be somewhat higher in the center, but con- 
tinue clear across under the metatarsal arch. The pad 
proper may be made of felt or thick sponge material.” 

Dr. John M. Hiss of Los Angeles gave five talks and 


a radio address. The basic idea of Dr. Hiss’ science is — 


that most major foot ills and disorders are due to the 
disarrangement of normal foot structures, improperly 
fitted shoes, accidents and other factors which cause 
displacement of bones. In his treatment of broken 
arches, Dr. Hiss employs his own “Arch Lock” tech- 





Concede Importance of Shoe Man’s Function 


[CONTINUED FROM PAGE 49] 


nique, consisting of manipulative treatments to replace 
the bones in proper position. 

In addition to the talks and demonstration clinics 
there were a number of exhibits by manufacturers of 
shoes and by producers of apparatus and methods for 
foot correction and cures. 

Construction of the Dr. M. W. Locke shoes was 
demontrated in one booth illustrating the method of 
control of rotating heel. The National Foot Clinics of 
Chattanooga, Tenn., in addition to showing a complete 
line of the Dr. Ownes shoes and operating a free foot 
clinic during the convention, conducted a daily demon- 
stration of the reflex disturbances set up by foot 
troubles, placing special emphasis on the responsibility 
of the osteopathic profession to the public and the shoe 
merchant. 

From the Institute of Postural Mechanics in San Fran- 
cisco was demonstrated the Posturchek machine, a new 
invention for checking body and orthopedic balance. 
Sponsors of the machine claim that postural defects 
are readily recognized through variations of distribu- 
tion of weight as received by the feet and that all devia- 
tions in the symmetry of the superimposed structure 
will cause variations from normal in the readings. 





1937 


UNITED LAST CO., LTD. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Classified and Wau Ad’ 








SALESMEN WANTED 


POSITION WANTED 








OHIO SALESMAN 


For nationally known line of juvenile foot- 
wear -with considerable established business 


full age, experien 

salesmen know of ‘this advertisement. 
Address F-405, Care 

BOOT & SHOE RECORDER 

209 &. State Street, Chicago, Il. 








NEED a Salesman, Buyer, Window Dresser in 
your men’s Shoe Department? I have had 
many years’ experience in above départments, 
owned and managed own store; know the shoe 
business well; open for any proposition. Ad- 
dress F-409, care Boot & Shoe — 239 
West 39th Street, New York, N. 





FOR SALE 





SALESMEN to handle complete line of shoe 
ornaments on a straight commission basis. 
Address F-416, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





SALESMEN wanted — Wisconsin, Indiana, 
Michigan, and Iowa—strong line novelties— 
sport oxfords, all grades of arch supports and 
men’s slippers. Stocked in Chicago. Give all 
information first letter. Address F-417, care of 
Boot & Shoe Recorder, 209 So. State Street, 
Chicago, IIl. 





STABLISHED Midwestern manufacturing 
concern making complete line of Men’s kip, 
calf and kid welt styles, also Men’s and 








Because our men travel by automobile we 
have 100 shoe trunks for sale. Large, medium 
and small sizes, with or without men’s or 
women’s trays. All in first class condition, 
—— very low for quick sale. Will sell singly 

n lots. Can be seen at factory or will 
yh details on request. 


W. L. DOUGLAS SHOE CO. 
BROCKTON, MASS. 











BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn biz 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Croan city. with chain. of offices in metro- 
politan city will consider partner for shoe 
$10,000 to $15,000 required. Ad- 





FOR SALE—Established Shoe Business, best 
location in City of Southern California. 
Population 45,000. Always made money, fine 
opportunity. Cash deal. Address F-424, care 
Boot & Shoe Recorder, 239 W. 39th Street, 
New. York, N. Y. 


irene F-423, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED TO PURCHASE 





Women’s riding and hiking boots, has 
for experienced salesmen with established trade 
in the following territories: North Carolina, 
South Carolina, Virginia, West Virginia, eastern 
Pennsylvania, Texas, Oklahoma, Indiana, Mis- 
souri, Iowa, and Chicago and suburbs. Ad- 
dress F-413, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED 
Salesmen with experience to sell aun line 
Men’s dress and work popular priced_shoe: — 
Give experience and veberenees. Terri ay 
Maine, New Hampshire, Vermont, Maryland, fren: 
tucky, Tennessee, Indiana, Illinois, Arkansas, Iowa, 
Nebraska, Kansas, Oklahoma, Mississippi. 


Address F-419, ¢/o 
BOOT AND SHOE RECORDER 
140 Federal Street, Boston, Mass. 











SALESMEN to carry ,complete line of popular 
priced ladies’, men’s and children’s house 
slippers. Also complete line of sheepskin slip- 
pers. All territories commission basis. Address 
F-422, care Boot & Shoe Recorder, 239 W. 39th 
Street, New York, N. Y. 





WANTED TO LEASE 





EASED shoe departments wanted by well- 

rated experienced chain operators featuring 
women’s novelties and corrective type footwear 
retailing from $3 to $5. Prefer departments in 
department stores or large women’s specialty 
shops. Interested only in departments that we 
can do volume of $35,000 to $75,000. Address 
1627 Locust Street, St. Louis, Mo. 





FoR SALE—Family Shoe Store. Good city of 
10,000. Best location. Reasonable rent. Es- 
tablished business for over 30 years. Inventory, 
$10,000. Wonderful Opportunity in Iowa. Ad- 
dress F-421, Care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FOR LEASE 








FOR LEASE 
SHOE DEPARTMENT 


In women’s Specialty Store catering 
to medium and better grade. Ideal 
location. 

Apply to Porter’s, Inc. 
227-229 Main St. Brockton, Mass. 











ONE of Salt Lake’s finest specialty Shops will 
sublet space for high-grade women’s shoe de- 
partment, on percentage of sales. Wonderful op- 
portunity for right party. Address F-420, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





REPRESENTATIVE WANTED 


REPRESENTATIVE wanted for rubber foot- 
wear and tennis, as a side line in eastern 
territory. F-425, care Boot & Shoe Recorder, 
56th and Chestnut Sts., Philadelphia, Pa. 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, a 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Etc. 
IRVIN RUBIN 
“The llouse of Jobs’’ 
89 Reade St., Cor. Church 








Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shors 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 

















mum charge, cents. 


address should be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
7° Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Geq 


In all other cases each word of the 
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Los Angeles Business 
Hits High Mark 

Los ANGELES, CALIF.—In 1935, Los 
Angeles County succeeded in placing 
itself again into the billion dollar class 
in value of manufactured products, ac- 
cording to figures just released by the 
U. S. Census Bureau, and the latest. 
Such counties in which New York, Chi- 
cago, Detroit and Philadelphia are lo- 
cated have hitherto been the only ones 
regularly in that cherished position. 
Total manufacturing output reached 
$1,009,070,552, with motion pictures 
representing $165,064,504 of that 
amount. 

The report shows that the county 
in 1985 contained an average of 4,368 
factories which employed 96,499 wage 
earners who received wages of $109,- 
048,970 in the manufacturing of prod- 
ucts with a wholesale value of $844,- 
006,048. Cost of materials, containers, 
fuel and power bought and consumed 
by these factories amounted to the value 
of $519,321,547, and the value added 
by the manufacturing process reached 
$324,684,501. 

Los Angeles County was the prin- 
cipal major industrial area on the 
Pacific Coast in 1935. The value of 
manufactured products in Los Angeles 
County increased 57 per cent in 1935 
over 1933, while gains were reported 
of 36.8 per cent in numbers of wage 
eerners and 54 per cent in amount of 
wages paid. 


Charles Hahn, Jr., 
Given City Commission 


BUFFALO, N. Y.—Charles Hahn, Jr., 
vice-president of Sattler’s, Inc., one of 
the largest retailers of men’s, women’s 
and children’s shoes in Western New 
York, was honored by the mayor by 
appointment as a member of the Buffalo 
Safety Commission, a municipal group 
making a study of traffic and safety 
problems. He will serve for a term of 
one year. Mr. Hahn and his wife re- 
cently returned from an_ extensive 
European trip. 

Walter J. Brunmark, president of 
J. N. Adam & Co., has resigned as a 
member of the commission, after having 
been appointed earlier in the year for 
a 2-year term. Press of other busi- 
ness prompted Mr. Brunmark’s resigna- 
tion. 


Opens Branch Clinic 


SAN FRANCISCO, CALIF.—A Dr. Hiss 
Clinic will be opened here at 517 Sutter 
St. about August first. This clinic is 
modeled on the plan of the one at Los 
Angeles. It will be operated under the 
personal direction of Dr. D. W. Brockle- 
hurst, D.O., who will be assisted by Dr. 
Carl Larson, chiropodist. Dr. Larson 
is an old time retail shoeman, having 
spent several years selling shoes on the 
floor. A third Dr. Hiss Clinic will be 
opened in San Diego in the near future. 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 











For Spats and 
Shoe Ornaments 


Also our newest patent 
zipper spat. 


MANOLIS 
Manufacturing Company, 
6 Crawford Ave., 
Chicago, 111. Side Line 
Salesmen Wanted. 











Business Good at 
Chicago Buyers’ Days 


CHICAGO, ILL.—The most successful 
monthly Buyers’ Days thus far since 
the beginning of the promotion early 
this year, was reported for the 28th 
and the 29th of June by the Chicago 
Shoe Traveler’s Association. Norman 
N. Souther, director of the show which 
is held at the Morrison Hotel, reports 
that this time there were more new 
buyers, not only from Chicago but from 
outlying states as well. The better 
stores of Milwaukee, cities throughout 
Wisconsin, Iowa, Minnesota, and In- 
diana were well represented. 

He reports that a record number of 
shoes were sold and retailers indicated 
that they will continue buying heavy 
throughout the year. This encouraging 
sign is concurrent with the monthly re- 
vort issued for the Chicago area by the 
Federal Reserve Board Bank, reports 
which showed that retail sales volumes 
in May expanded over April with a 
notable gain in department stores and 
retail shoe trades. The gain in the two 
latter divisions is reported to be greater 
than the normal seasonal rise. 

During the show there was still a 
little scattered Summer buying confined 
almost solely to whites. Sports shoes are 
still going well, since many retailers are 
looking forward to a record sports 
month in July. High styles, especially 
open toe sandals were practically sold 
out. A number of retailers had to buy 
special stocks for their coming sales. 

The majority of the business done 
however was in the Fall lines. There 
the big play was on suedes although 
several houses report good orders on 
gabardine, not only in black but in the 
dark off colors. In the suedes browns 
and blacks were best with a big demand 
for dark multi-colors and combinations. 
Gray and black and brown and gray. 
burgundy and green, and brown and 
black are especially good. There is also 
a tendency to dark beige combinations. 
Luggage tan also appears to be in for 
another good season. 

High styles continue in vogue but 
there are fewer open toes and almost no 
open heels. High riding ties, pumps 
and strap pumps appear to be good. 
Both side ties and ghillie ties are also 
proving popular and in growing favor 
are colonial pumps with large ornate 
buckles. Broad strap sandals are also 
good. 





DISPLAY 
$ 


This modern Display Fix- 
ture in extensible sizes— 
12” to 24” and 18” to 36”. 
Genuine Triple Chro- 
mium plated with choice 
of Ebony, Walnut or Ma- 
ple trim. Tilting top holds 
a pair of men’s or wom- 
en’s shoes. Truly a re- 
markable “buy”. 


For a limited time only 
$21.00 pozen 
ORDER NOW 





SEGALL & SONS 


923 Arch St., Philadelphia 








Hold Party for Youngsters 


PORTLAND, ORE.— Of almost civic 
proportions was the Kids Keds Klub 
party, held Saturday in the auditorium 
of Meier & Frank, large department 
store and a principal outlet for foot- 
wear for children in this area. Port- 
land children in large numbers were 
invited to the special celebration in 
their honor in the large store Saturday 
afternoon, when the Travis Kiddies 
Revue furnished entertainment, and 
each child was given refreshments to 
drink. Following the second perform- 
ance, awards in the Kids Keds Klub 
were distributed, consisting of such 
articles that delight the child as a wire- 
haired terrier, a bicycle, and numerous 
smaller gifts. 


Retailers Report Largest 
White Season 


Fort WAYNE, IND.—AIl leading shoe 
dealers of Fort Wayne, including de- 
partment store shoe departments, re- 
port the biggest white season for sev- 
eral years, with many reporting a 
shortage of sizes, with a reluctance to 
stock beyond immediate requirements, 
due to fear of uncertainty in replace- 
ment levels. 

Wolf & Dessauer and Grand Leader 
shoe departments report a marked in- 
creased demand for white sandals de- 
spite the lateness of the season, and a 
more pronounced return to high heels. 

Blues, two-tones and some light fab- 
rics are moving slowly, but only frac- 
tionally as compared to the demand for 
whites. Flat heels are playing a very 
small part in total sales volume. 
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New Shoe Department 


In New Store 


DENVER, CoLO.—The reopening of the 
Golden Eagle, one of Denver’s oldest 
department stores, brings to Denver a 
new shoe department under the man- 
agement of Oscar Zacks. Mr. Zacks 
was formerly with the Schiff company 
in Iowa and he brings a unit of that 
firm te the Golden Eagle. 

The floor space of the shoe depart- 
ment covers 4000 square feet and ex- 
tends across the entire end of the store 
at the rear. The old shoe department 
covered a front area of the annex at 
Lawrence Street. 

More than 50 clerks were employed in 
the shoe department during the three- 
days’ opening. The event was a great 
success, according to Mr. Zacks. 

The present stock includes shoes for 
the entire family at popular prices, but 
the aim of the manager is to grade up 
as rapidly as is practical. 

About fifteen clerks will carry on the 
sales normally. 

This beautifully modernized new 
store building gives promise to most 
successful business for the enlarged 
shoe department in the more desirable 
location in the present site. 





Plan Large Remodeling 
Program 


CHICAGO, ILL.—Berland shoe stores 
which operate more than a dozen stores 
in Chicago, will spend between $65,000 
and $70,000 this Summer to remodel the 
building at 16 S. State Street, prior 
to occupying it as their loop store later 
this year. 

The building, now seven stories high, 
will be cut down to four and given a 
prism glass front. The entire interior 
will be remodeled in modern empire 
style, in marble and bronze. Murals 
will be used in interior decoration. The 
basement will be used for stock rooms, 
the first and second floors, which mea- 
sure 25 by 120 feet each, for sales- 
rooms and the third floor for stock 
rooms and offices. 

Berland’s loop store is now located 
at 12 W. Washington Street. 
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A Buying Guid 


BOOTS AND SHOES 


ARNOLD, M. N., SHOE CO., So. Weymouth, Mass............... 000s cece eee eueee 8 
BROOKS SHOE MFG. CO., Philadelphia, Pa...............0 cece ce cece cece ee ees 58 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..............0...00 cece eens 56 
CONNELL, J. M., SHOE CO., S. Braintree, Mass... 0.0.0.2... cece ccc cece eee ees 54 
CRADDOCK-TERRY CO., Lynchburg, Va........ 0... ccc ccc ccc cece cece ne seees 40-c 
GLAM, FS. Shame Coy Rochester, N.Y... osc. e cece ccc ces cteeans 56 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.......... 0000 cc cece ec eee eee ec eeees 6,7 
ENNA JETTICK SHOES, INC., Auburn, N. Y...........0. 0 0c ccc cece eect e ee eeeee 50 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.............c cece cece cece cece 10 
Guaer, Gases. GO. Osleeviw, Ne Y...6504 i ea ate. 33 
KEITH, GEORGE E., CO., Brockton, Mass........... ccc cc cece cece cc eee eee eeeeees 4| 
KIRKENDALL BOOT CO. Omaha, Neb... ooo ici. c cc ccc ec ce tcccscees 49 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass.............. 00. ceeee ee eeees 54 
ee RE ES || SSA a nga 5 
O'DONNELL SHOE CO., Humboldt, Tenn.......... 2.0 ccc ccc cece ee cece eet eeees 56 
re re er SOTO NNO a bboy die ae Rae Ce Rae Tiss Sgewe we aeee oe 58 
PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo............0. 0000 c cece eee 40-a 
RACINE SHOE MFG. CO., Racine, Wis........... 0... c cece cece eee eee eeees 55 
ROBERTS, JOHNSON & RAND, St. Louis, Mo..........0... 2... c cee cece eee eee 29 
VAUGHAN-TOWLE CO., Wakefield, Mass............... 0c cece ccc cece eee e ee eeeee 54 


LEATHER AND OTHER MATERIALS 


ALLIED KID Gia Doston and New. York City... ooo chee cc ccc ccc cee neee 45 
AMER, WILLIAM, CO., Philadelphia, Pa...........-... 2.2 c cee eee eee 3rd Cover 
BARBOUR WELTING CO., Brockton, Mass.......... 00.0 cece ccc cece eee teen teens 39 

4 


COLONIAL TANNING CO., Boston, Mass...........00 0 cc cc cece cc eee cece ten eeeee 
EISENDRATH, B. D., TANNING CO., Racine, Wis..............-0 0c cece eee eee 26, 27 


BVANG, JORNG-R..-@ Gow Camden; Ni 0... 6 teases. 34, 35 
GOODRICH, B. F., COMPANY, Akron, O.......6..... 0c cece cee cece ee eens Back Cover 
Ristaee CETL Ga, OTON, MONE. ooo. 5S. CLA. Divina deere. 37 
LEVON, Gi Se ten, NOW York City. 0200. nl RS... 2.3 
Ce RI, MM an occas ce vcccmerccsedecbevesspersusecess 25 
PANTHER-PANCO CO., Chelsea, Mass.......... 02 c cece cece cee c cere ee ee eee eeees 52 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis............. 00002 e ee ee eee 2nd Cover 
ee NUN NON ES cc es cacae chiina’s Hee caalesmresetieweieeme conees 58 
SURPASS LEATHER CO,, Philadelphia, Pa........... 000... ccc eee eee eee eee ees 48 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
COMPO SHOE MACHINERY CORP:, Boston, Mass............. 00.0 cc eee e eee cers | 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass...................0055 Front Cover 
LITTLEWAY PROCESS CO., Boston, Mass.............0 0 cece cece cece eee e ee eeees 40 
ENTE ets es, ee So EN ilateeee 63 
MEARS, FRED W., HEEL CO., Boston, Mass.............. 00.0 c cee eee eee eee eeee 46, 47 
UNITED FAST COLOR EYELET CO., Boston, Mass...............00ce eee ee eee ee ces 42 
UNITED LAST COMPANY, Boston, Mass.............0.0. ccc cece eee eee eee eees 31 
UNITED SHOE MACHINERY CORP., Boston, Mass............. 000 eee ee eee e eee ees 61 
STORE EQUIPMENT AND ACCESSORIES 
WC i Gs Ste hari sei eee ee 57 
SHALE DSO, Pilladelphia; Pees... ooh ee eines aie ha cs eeeeee ewes eee. 63 
SOR ere Moms PIT IN i ik eh aa areca ods oe oe 60 
Wie Genet. oF. Lous. MOs Aes... 43 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City ...........0 000 c cece eee eee ena ee 62 
Seren eee, Cold Os oh. Cee ek ead lan ein dhe. * 
5 


62 
62 
57 
62 


Ire; TRRPETAL,, Naw: York City? 255. i EI 
IRVIN RUBIN, New York City.............. Me he hes. 
KIRSCH-BLACHER CO., INC., New York City.............. 002: cece eee 
MARBRIDGE BUILDING, New York City... ......... 0002 c cece cee cee eee 
STEPHENSON LABORATORY, Boston, Mass..............6. ccc eect eee eens 
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GREENBLATT SHOE CoO., INC. 
BETTER FOOTWEAR 


923 BROADWAY 
BROOKLYN, N. Y. 


May 25, 1937 
The Gilbert Shoe Co. 


Gentlemen: 


On our order of May 17 which included 
several numbers which had to be made special, we 
wrote that we would like to have as soon as possible 
the 5 pairs 2282 Bewide. We have received those 5 
pairs today and we thank you very much. 


In my 40 years in the Retail Shoe Business 
I_ have never seen or heard of anything like it. It 
has been done here in Brooklyn with Turn Shoes, but 
never with Welts. We must congratulate you on this 
great work. For years I have been wanting to write 
to you about your Stock Shipments, never a mistake 
on sizes or pairs. We mail our orders Saturday night 
late and your shoes are always here on Thursday and 
they have often come in on Wednesday. Only Gilbert 
can do it. 





I am writing only of some of the wonderful 
efficiency of your factory. I could write a book 
about Kali-Sten-Iks, as I know them, for you know I 
must be one of your oldest customers. We find them 
the most profitable shoes in our store and just 
enjoy selling then. 





Yours respectfully, 
Greenblatt Shoe Co. 


Qn. Wer 


Per = N. Henry 


Chestnut and 5 
6th Sts., Phil 
OMmee in Philadelphia “unde” act ae iets, patton 
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COLONIAL PATENT 






\ Black AND 


ALL THE 


(Cnrrect lies 
















The PRINCESS 
by ENNA JETTICK 





£ 
LINKED WITH 
Enna Jettick shoes are famed for their ability to “go places 
T Hi E L E A D E R $ comfortably.” No stay-at-home styles for them! 


It had to be patent leather for this new Princess pump and, 
with flexibility and lightness emphasized in Enna Jettick 
advertising, the logical choice was Colonial Patent. (Prov- 
ing again that, when a style calls for patent leather, ex pe- 
rience specifies Colonial.) 


Its richness, its longer-wearing lustre and, right now, its 
variety of new colors make Colonial Patent a requirement 
for any maker of smart shoes who, like Enna Jettick, in- 
tends to “go places” this Fall. 







—, 











COLONIAL TANNING COMPANY, BOSTON, MASS. 
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says fev ind words: 


“During the past five years the Princess Shoe Company and its predecessor, the 


Farina Chaves Shoe Company, has manufactured over a million pairs of pumps. 

All of these had Spaulding Counters. We feel that the perfect last-fitting qual- 

ities of Spaulding Counters and their unusual strength account for our tec- 

ord of one-million-pair production without one return for faulty back-part.” 
PAULDING' £ “x - oa 

Wtousters Pres, & Treas., Princess Shoe Co. 


NO OTHER PART OF THE SHOE MEANS SO MUCH ...AND COSTS SO LITTLE 





2316 —Girls’ Black Suede Oxford, Gun 
Metal Tip over Tongue and Vamp trim, 
Grey, Harness Stitch, 11/8 leather heel. 
Sizes'3/9, Widths A, B, C. 2. 
2317 —Same in Brown Suede and Brown 
Kip, Blonde Harness Stitch. 

2025 —Girls’ Brown Suede Oxford, 
Brown Patent Quarter Panel and Strap, 
Brass Eyelets, 11/8 leather heel. Sizes 
379, Widths B, C. 1.70 
2024 —Same in Black Suede, Nickel 
Eyelets. 

2312 —Cirls’ Cun Metal Oxford, Black 
Suede Vamp and Quarter inlay, Grey 
Harness Stitch, 11/8 leather heel. Sizes 
3/9, Widths A, B, C. 2.00 
2313—Same in Brown Kip and Brown 


Suede, Blonde Harness Stitch. 


2325 —Girls’ Brown Suede Bal Oxford, 
Brown Kip Quarter panel, Du-Flex sole 
and anti-trip heel. Sizes 3/9, wae A 


> eo 


~ 
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2322 —Girls’ Black Suede Snap- 
on Kiltie Tongue Oxford, Grey 
stitched vamp and quarter, Gun 
Metal Patent lacing, 11/8 leather 
heel. Sizes 3/9, Widths A, B, C. 

2.00 


2323—Same in Brown Suede, Brown 
Patent Lacing. 

2314 —Cirls’ Black Suede Side Strap, 
Gun Metal Tip over Tongue and Tip, 
Grey Harness, Stitch, 11/8 leather heel. 
Sizes 3/9, Widths A, B, C. 2.00 
2315 —Same in Brown Suede and Brown 


. Kip, Blonde Harness Stitch. 


2018 —Girls’ Gun Metal Oxford, Square 
Nickel Eyelets, 11/8 leather heel. Sizes 
3/9, Widths B, C, 1.07 
2017 —Same in Brown Kip, Brass Eye- 


lets. 
2021 —Girls’ Brown Suede Snap-on Kil- 
tie Tongue Oxford, Square Brass Eyelets, 
Cord Stitched Vamp, 11/8 leather heel. 
Sizes 3/9, Widths B, C. 1.7 
20620—Same in Black Suede, Nickel 
Eyelets. 
2002—Same in Gun Metal. 
2003—Same in Brown Side. 
2$29—Girls’ Brown Suede Oxford, 
Brass Oblong Eyelets, 11/8 leather 
heel. Sizes 3/9, Widths A, my 


. 


2328 —Same in Black Suede, Nickel 
Eyelets. 

— —Same in Brown Kip, Brass Eye 
ets. 

2318 —Girls’ Gun Metal Oxford, Pinkej 
Tongue, Nickel Eyelets, Patent Tongue 
inlay, Grey Harness Stitch, 11/8 leahe 
eel. 6 


2319 --Same in Brown Kip, Brass Ey 


lets, Blonde Harness Stitch. 


ENDICOTT - }OHN SON 
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ll the school girl... 


and take August out of the red?! 


“You can’t sell Fall shoes in August,” says Mr. Average Shoe Retailer. And he 
sits back to wait for September ]st while markdowns and overhead eat his Summer 
profits. But to the dealer who carries ENDICOTT JOHNSON shoes for school 
girls, August is just another big-profit month . . . an additional month in his Fall 






per 





yolume-selling period. 





The ten styles shown here will help YOU take August “out of the red”. We’ve 
checked them with hundreds of school girls. We know that they’re RIGHT IN 
PRICE for their limited budgets . .. RIGHT IN QUALITY for their rough-and- 
tumble outdoor activities ... RIGHT IN STYLE for every campus and high school 


e, Nicki in the country. 


Brass Eye GET ON THE ENDICOTT JOHNSON BANDWAGON! Order your sizes now, 
-d. Pinks 10m stock, on these tested-for-fashion school shoes. Put them in your windows 


OT ac pera: 














SS SO EE 
ze 5 sede 


9 pe about August Ist. Plug them in your ads right up to September. And get a new 


ineail idea of the profit possibilities that August holds for you. 
rass Ey 


and remember: 
wherever you are located 


were less than 24 hours 
away ! 









ST. LOUIS, MO, 
NEW YORK CITY 


NN DICOTT, NY 





- 
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STYLE 
FINISH 


The new Diamond Brand 


Aluminum Fast Color Eyelets 


Feo Nit carat meine BOC) Shen 


have many points of superiority. 


it Cea eae 


Chief among them are: 


ALUMINUM BASE 


pobre eg 


stew. 


CELLULOID TOPS 


pete 


e@ 

@ 

@ FAST COLOR 

@ ROLL SETTING 

@ NON-RUSTING 

@ DURABILITY AND | 
DISTINCTIVE APPEARANCE 





UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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DOUGLAS 
FALL LINE 
NOW READY! 


FOOT-NOTE ON 
PROFITS... 


ALL-LEATHER CONSTRUCTION AUTHENTIC STYLE POPULAR PRICES 
NATIONAL ADVERTISING | NEARLY 200 MODELS = A REPUTATION FOR VALUE 


@ Now’s the time to fall in line for TURNOVER and PROFIT — for the 
DOUGLAS FALL LINE is ready for immediate delivery! 

Nearly 200 authentically styled models. Three grades retailing at $5 or 
less with a complete range of retail prices up to $8.50. The Douglas “stylish 
stouts,” a full line in extra-wide sizes, are now available. Also three cor- 
rective types — Douglas Normal-Tred, with exclusive patented features, 
Douglas Peg Arch, and “Douglas Arch” lines — retailing from $5.50 to 
$8.50. Adequate mark-up and a vast potential market assure you of extra 
Douglas sales on these correctives. 

Sales-making advertisements in leading newspapers, and in The Saturday 
Evening Post, Collier’s, and Esquire, will remind new millions of Douglas 
QUALITY and Douglas SENSIBLE PRICES. Douglas’ liberal discounts and 
the unique Douglas TRANSPORTATION POLICY are still in effect. Write today 


for complete information. 


W. L. DOUGLAS SHOES 


299 Broadway, New York BROCKTON, MASS. — Broadway Arcade Bidg., Los Angeles 































Page 8 










SALES PERSONALITY 
PLUS is what a new 
Pittco Front gives toa 
shoe store. 
example in Pittsburgh, 


Here’s an 


Pa. Notice how success- 
fully a Pittco Front 
created a modern shoe 
store out of an old 
property. 
Pittco Front a profit- 


Make a new 


abie salesman for your 
and boost 


business... 


your profits. 


AYBE your competitors don’t 
actually sign the check for 
your new Pittco Front. But they pay 
for it, all the same . . . because its 
modern, inviting appearance draws 
customers from their stores to yours. 
And the profits from this new busi- 
ness pay for your remodeling. Your 
competitors’ loss is your gain. 
Remodel your shoe store with a 
Pittco Front... now. It will widen 
your trading area. Boost your 
volume. Increase your unit of sale. 


- 
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Your Competitors pay the Bill 


PITTCO 








Build up your profits. 

When modernizing, we recommend 
that you consult an architect to as- 
sure a well-planned, economical job. 
Our staff of. store front experts will 
gladly cooperate with him in plan- 
ning a Pittco Front to suit your 
needs. Meanwhile, send the coupon 
for our free book containing com- 
plete information about Pittco mod- 
ernization, together with many pho- 
tographs of actual, successful in- 
tallations throughout the country. 


IT TCO 


Prone 


Ee 
metal... paint 


CARRARA STRUCTURAL GLASS * PITTCO STORE FRONT METAL * PITTSBURGH PAINTS 


PITTSBURGH MIRRORS ° 





PITTSBURGH POLISHED PLATE GLASS * TAPESTRY GLASS 





STORE FRONT! 
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FOR YOUR NEW 


Be sure to see the Pittco Store Front 
Caravan, now on a nation-wide tour. 
Contact our local branch for specific 
information as to when it will visit 
your territory. 





PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
then settle the balance out of income. 


PITTSBURGH, 
PLATE GLASS COMPANY 





Pittsburgh Plate Glass Com 

2250 Grant Bldg., Pittsburgh, Pe. : 
Please send me, without obligation, your new =: 

book entitled ‘ ee Bigger Profits with : 

Pittco Store Fronts. : 

















